Wake 


“SPEAK ROOSTER, SAY SOMETHING!” 


and this talking rooster does speak — in a color sound motion Association, Inc., Commercial Producers of Seed Corn and Chix, 
picture dramatizing the development of DeKalb Chix. The film with 4-H Clubs, VoAg classes and veteran training groups, our 
spearheads an educational program used by the DeKalb Agricultural nation’s future poultry producers. “Acres of Chix” is its name. 


Audiences leave showings of “Acres of Chix” with new apprecia- 
tion of the research, care and plain hard work that went into 
ACI iS development of DeKalb Hybrid strains over a period of years. 


{ i m€ To date, 529 groups in 41 states, several U.S. possessions and 
a number of foreign countries have applauded DeKalb’s powerful 


sales and educational story. Print requests continue to pour in. 


For the production of films to meet your company’s needs, ATLAS’ complete facilities 
and services are available. Let us help you plan the best approach to your objectives and 
the most practical medium to accomplish them. COMPEL attention to SELL your wares. 


ATLAS FILM CORPORATION 


ESTABLISHED 1913 


SOUND eA) SYSTEM 1111 SOUTH BOULEVARD: OAK PARK, ILLINOIS a 


CHICAGO TELEPHONE: AUSTIN 7-8620 
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COMMERCIALS 


Sno 
Crop 


PN CEnwtrearee 


SNOW CROP.... 


"Taner SNOW CROP is one of the best known figures on 
the TV screen. His identification with the Snow Crop 
label has been a big factor in promoting the sale of 
Snow Crop Frozen Foods. 

Caravel has produced more than 50 commercials for 
Maxon, Ine., on behalf of their client, Snow Crop Mar- 
keters. Other products featured on TV spot commer- 
cials include Ivory Snow, Joy, Spic & Span, Pepsi-Cola. 
General Electric (appliances )', Socony-Vacuum oil and 
gasoline, many others. Repeatedly we've 


we have worked in partnership with leading sales and 
advertising executives—to select, organize and clarify 
the various sales appeals . . . to develop powerfully 
convincing visual presentations, and to shape those 
presentations toward specific goals. 

We've learned a lot in the last thirty years, and we're 
still learning. Perhaps that is why so many of America’s 
leading companies are numbered among our clients. . . 
and why they come back to us again and again. 

The start is a frank and open discussion 


been selected where top-flight, live-action 
ee 
photography is a “must. 
During thirty years we’ve made thou- 
sands of motion pictures and slidefilms 
that make sales. On innumerable occasions 


of objectives. Then an equally free discus- 
sion as to how they can be met to best ad- 
vantage. We shall be happy to show you 
representative films we have made—either 
in your offices or ours. Write or telephone. 


CARAVEL FILMS 


INCORPORATED 


PIFTH AVENUE 


NEW YORK 


TEL. CIRCLE 


7-6110 
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Some of the many 
by Roland Reed Pr 
ATES STEEL 


oductions are 


outstanding client 


s served repeatedly 


WESTINGHOUSE 
SHELL OlL COMPANY 


FORD 
CALVERT DISTILLERS 


PICT URES 
FOR ADVICE 


Retard Red 


275 So- Beverly Dri 


A 
ND 


ROLAN 
REED 


\ 


NYWHERE. 
ESTIMATES. 


California 


Beverly Hills, 
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QUALITY s something 
| that cannot be argued into a motion | 
i picture OF promised it. It must | 
be built there. If it isn't built there, | 3 
og the finest sales talk in the world won't PRODUCTIONS, ONS, INC. 
= 
act as a substitute. | 
5 
WRITE | 
GENERAL PETROLEUM | 
STANDARD ou OF CALIFORNIA (4) 
| 


plane tickets to Hawai 


Above, scene from United Air Lines sound-color film, “High-Way to Hawaii.” 
More than two million persons have seen this fine film which has helped United 
sell thousands of tickets to Hawaii. Below, busy scene in United's ticket office in 
Chicago. 


R. E. Johnson, Director of Advertising, United Air Lines, says: 
“United Air Lines is a pioneer in the use of films to promote air 
travel. We have been a consistent nationwide user of Filmosound for the 


past 20 years. We are today relying heavily on this equipment in the 
16mm Single-Case Filmosound — Precision - built 4 y 

for finest trouble-free performance — guaranteed visual sale of our product to thg public and for the education of our own 
for life.* Full, natural sound—light in weight — 

foolproof threading — exclusive Safelock sprockets personnel. United’s Main Line Airway serves 80 cities coast-to-coast and 
to prevent damage to film. Pictures now brighter 

than ever with the new Super Proval lens. With border to border—and there is a Filmosound in every principal ticket 
6-inch built-in speaker, $449.95. Larger, separate 

speakers available. office—often two or three in the larger offices.” 


Send for this FREE BOOKLET! 


Movies Go to Work—tells briefly *Guaranteed for Life. During life of the product, any defects in workmanship or materials 


and clearly how to use motion pic- will be remedied free (except transportation). 
tures for 


¢ Training salesmen 

¢ Improving public relations You buy for life when you buy 
© Selling your product 

¢ Increasing production 


Some Bell « Howell 
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At Precision today 
we're processing 
the finest 


| INDUSTRIAL FILMS 


for nationwide 
showings 


For your 16 mm. industrial 
film requirements 
use Precision... 


@ Over a decade of 16 mm. in- 
dustrial film printing in black 
and white and color. 


@ Fine grain developing of all 
negatives and prints. 


@ Scientific control in sound 


track processing 


@ 100% optically printed tracks. 


e Expert timing for exposure 
correction in black & white or 
color 


@ Step printing for highest pic- 
ture quality 


@ Special production effects. 


@ Exclusively designed Maurer 
equipment 


@ Personal service. 


+». 0 wonder more and more 
of the best 16 mm. films today 
Gre processed at... 


THE/OFFSCREEN 

E 
FACTORS INFLUENCING FALL BUSINESS 
O EACH HIS OWN. While we cherish 
and frequently employ John Q. Citizen’s 
inherent right to voice our sentiments on 
the state of the nation, the laws of supply and 
demand, Soviet Russia, government spending, 
and the dilemma of television, the one subject 
on which we are qualified to speak with author- 
ity is the state of this particular business of 

business films. 

Here are the factors which seem to indicate 
productive and profitable (before taxes) fall 
and winter seasons for those who make pictures, 
provide distribution, as well as those who manu- 
facture and sell physical equipment for film pro- 
duction and projection: 

(1) Business interest in films, as revealed in 
our heavy editorial mail, recent external sur- 
veys, and group contact with sponsors is at a 
solid high average. Mopern Inpustry recently 
noted a 32% planned increase in film use among 
a measured group of present sponsors, as op- 
posed to only 3% who thought they would use 
films this year, Invitations to address 
business groups on the subject of sponsored 
films (a personal barometer) look formidable 
for this fall. 

(2) The ever-increasing self-equipped audi- 
ence (groups owning l6mm sound projection 
equipment) has grown beyond all existing meas- 
urements. Its size is reflected in the record- 
breaking advance bookings of national film dis- 
tributors. The flow of new 16mm sound projec- 
tors from the manufacturers’ lines is already at 
a pre-season high. 

(3) General optimism prevails among both 
dealers and manufacturers who specialize in 


“less” 


Office of the Publisher 


150 East Supertor St., Curcaco 11, 
O. H. Coelln, Jr.. Editor & Publisher 
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Steven 'Vlasich, Production 
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Riverside 9-0215 or MUrray Hill 2-2492 
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these audio-visual tools. See pages 34-36 of this 
issue. 

(4) New and fairly revolutionary tools, such 
as magnetic 16mm sound projectors, will greatly 
increase secondary participation in films among 
tens of thousands of potential new users in small 
and large business. 

(5) Government participation in the film 
medium, which is of primary importance to the 
armed forces and defense agencies, continues to 
be a paramount factor. Although there seems 
to be no immediate hazard of raw film supply 
or other material shortages, there is a sufficient 
appreciation of the essential place of audio- 
visual projection for training and group infor- 
mation to safeguard the industry’s uninterrupted 
operation. 

(6) A continuing trend toward high-quality 
motion pictures has raised the standards of the 
medium immeasurably in the past two years. 
There are still plenty of bad films . . . the in- 
dustry is still haunted by illegitimate and inept 
producers . .. but the danger signs are up and 
it is wise to heed them. Our own Propuction 
Review issue (March, 1951) is being widely 
quoted among clients and producers. Both brick- 
bats (from unlisted producers) and bouquets 
(from grateful sponsors) have abundantly 
proven the widespread readership of this first 
annual producer listing. 

(7) Television and the theatres, fiercely com- 
petitive to one another in certain phases, are 
common blessings to the film sponsor. Both rep- 
resent sizeable consumer audiences for general 
interest films and both are contributing heavy 
audience totals to swell the sponsor’s apprecia- 
tion of film values. 

Numerous other factors such as the highly 
interesting Cinerama projection (Business 
Screen, No. 4, Vol. 12, pp. 47); labor’s film 
surge in the past year; better and more accessible 
quality color; and new audience techniques as 
the /n Our Hands program (Inland Steel-Borg- 
Warner) all presage active and productive fall 
and winter seasons. 

By making good on the expectations of clients 
and by making ever-better films in terms of 
original and resultful concepts, the industry's 
established film producers can underwrite their 
own futures. 

The sponsor shares this responsibility —-OHC 


Marginal Notes From the Late News: 


* General Electric is another active film spon- 
sor this season. A new GE railroad industry 
color film Shining Rails is being premiered 
around the country at mid-August; Water 
U.S.A., sequel to GE’s Clean Waters is also cur- 
rently released; produced in color by Raphael 
G. Wolff Studios. 


* Coast to coast television becomes a reality 
on September 30 when A.T.AT.’s 40-million dol- 
lar microwave system ties in the West Coast for 
t.v. transmission, westbound only. Two west- 
bound channels will be available by the end 
of October. 


* The annual Fall Meeting of the Industrial 
Audio-Visual Association will be held in New 
York City on October 1, 2, and 3 according to 
plans announced by Gordon Biggar, president. 
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CHICAGO* 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


DETROIT* 
4925 Cadieux Rd. 


CLEVELAND 


5981 Venice Blvd. | 
<= In Our Hands | 4 
ST. LOUIS 
Today’s most widely acclaimed economic education program is 4053 Lindell Blvd ae 
“In Our Hands,” produced by Wilding for Inland Steel and Borg- ‘ = 
Warner and distributed by the American Economic Foundation. 
Our thanks go to the editors of Newsweek for their keen analysis .— CINCINNATI a se 
of the program in the July 23rd issue, to the editors of Modern Indus- ; Enquirer Bldg. ™ { ; 2 
try for their five-page review, to Freedoms Foundation, Inc., for *Studio Facilities we - 
naming “In Our Hands” the picture produced in 1950 that con- i 


tributed most to a better understanding of the American way of life. 


WILDING 


PICTURE PRODUCTIONS, INC. 


— 
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| 
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MOTION PICTURES + SLIDEFILMS +» TELEVISION FILMS eo 


PROCESSING He earl 


MODEL 22 
AUTOMATIC DEVELOPER 


Model 22 is a portable developing machine for 
16mm black and white, negative, positive or 
reversal film. Operates in daylight. Capacity upto 
60 feet per minute. Self contained, entirely auto- 
matic, easy to operate. Complete refrigeration, 
re-circulating systems, air compressor and posi- 
tive temperature controls. Moderately priced. 


HOUSTON 


ser Hee yor: co«n 


while process ng an excellent 
for every con arenity, 
Bes cat, stancernt of the 
picture indotry im Hollyweed aid 
the wactd. jor 2) years, gaskes if pomible Ar 
offer servi in pour that 


Houston-Fearles preotising seochi aes handle 
job from rt with 
Fully 


control. jus liry of 
meaty. Writs for 


11801 W. OLYMPIC BLVD + LOS ANGELES 64, CALIF. 


| Meredith. 


FEARLESS 
Corporation 


“World’s largest manufacturer of 
motion picture processing equipment” 


NOW THERE’S A COMPLETE FARM FILM GUIDE FOR REFERENCE USE 


* Nearly 1,100 available free and low-cost motion 
pictures and slidefilms and their sources are listed 
in the new Farm Film Guide recently added to 
the Film Guide Library of Business Screen. Sent 


postpaid at only 50¢ per copy (on receipt of 
stamps, coin, money order, or company check). 
Order your copy today from Business Screen, 150 E. 
Superior, Chicago 11. Discount on quantity orders. 


Governor Lausche in Cast 
Of Ohio Bell’s CD Picture 


* Governor Frank Lausche of 
Ohio has one of the featured 
roles in Modern Minute Men, 
a civil defense film sponsored 
by the Ohio Bell Telephone 
Co. Wilding Picture Produc- 
tions, Inc., is making the film, 
with Ed Grabill directing. 

Governor Lausche was in 
Chicago for the shooting of 
interiors at the Wilding stu- 
dios, with John J. Joseph of 
the Ohio Bell company. 


Meredith Publishing Co. Buys 
Princeton Film Interest 
* The MerepirH PuBLIsHING 
Co. of Des Moines, Iowa, pub- 
lisher of “Successful Farm- 
ing” and “Better Homes and 
Gardens,” has bought an in- F 
terest in the PRINCETON FILM 
Center, INc., of Princeton, 
N. J. 

E. T. Meredith, vice presi- 
dent and general manager of 
the publishing company, after 
noting the company’s interest 
in industrial use of the motion 
picture and in TV through its 
station WHEN in Syracuse, 
N. Y., said, “We welcome this 
opportunity to broaden our 
participation in these two 
fields with the Princeton Film 
Center.” 

Gordon Knox continues as 
president and principal stock- 
holder of the Film Center. 
Other officers and board mem- 
bers: Gordon Blair, chair- 
man; Jack Barlass, executive 
vice president; Francis D. 
Wells; E. T. Meredith, Payson 
Hall, Meredith controller; and 
Fred Bohen, president of 


The Princeton Film Center, 
founded by Knox in 1940 and 
making special purpose films 
and TV films and commer- 
cials, in addition to operating 
a nationwide distribution sys- 
tem, is now completing a film 
for “Better Homes & Gar- 
dens.” 


Plastics in Upholstering Film 


Uses of moulded plastic 
and plastic sheeting in uphol- ; 
stering materials are demon- 
strated by the Plastics Divi- 
| sion of the Firestone Tire and 
| Rubber Co. in a color subject | 
| being made at the Vogue- | 
| Wright Studios. 

For distribution on request, 
the National Retail Furniture 


Association will place the film 
in its library for the associa- 
tion member dealers. 


| 
| 
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world’s toughest picture problems invited! 
Today, the famous Mitchell 16mm and 35mm 


Cameras are being used in increasing numbers in every part 


of the world. Pioneered by Mitchell, masterful 

engineering and quality workmanship has produced 

these flawless, precision-built motion picture cameras. 
Every sturdy, proven Mitchell part... and versatile 
accessory ... is adjustable to the most extreme and difficult 
photographic conditions the world over. 


Line will bethe world's 
finest precision quality 
MITCHELL lémm ond 
35mm PROJECTORS 


ee 
‘ 
Soon to join the Mitchell | 
666 WEST HARVARD STREET+ GLENDALE 4, CALIFORNIA» CABLE 
WEST HARVA NEW YORK CITY 176 MURRAY HILL 2-7038 
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PRESENTATIONS, 


TREATMENTS, 


COMPLETE SHOOTING SCRIPTS 
GERALD BLANK 
194-60B 64th Ave. 

Fresh Meadows, L. I., N. Y. 


JA 6-4220 


TE 8-7174 


| 


| available to subscribers. These economical reference 


WW 


Color is not only our business at Houston 
Color Film Laboratories, but an exacting 
science and a fine art. The very finest, modern 
equipment is used to assure absolute control 
during every stage of developing and printing, 
thereby reproducing true “living” colors. 
Houston technicians are color experts with a 
wealth of experience and know-how that 


is unmatched in all the world. Try Houston 
on your next job and see the difference. 


'  @ Developing and Printing 35MM color film 
© Duplicating prints on 35MM color film 

Processing 16MM color film 

® 35MM color film strips and slide films 


7 y/ H Oo US TON Color Film Laboratories, Inc. 


230 W. Olive St., Burbank, Calif. * CH. 0-8188 


Fast, Immediate Service * Processing Color Film Exclusively 
World's largest processors of 35MM Ansco Color Film 


Modern Farm Life Is 
Dearborn’s Theme in New 
Jam Handy Film Production 
* Nearing completion is a 
new film on modern farm life 
which is being made for the 
DearBorn Morors Corp., na- 
tional marketing organization 
for Ford tractors and Dear- 
born farm equipment, by The 
Jam Handy Organization, Inc. 

Most action of the story of 
a girl singer who gives up her 
career to return to her farm 
home, then meets a TV scout, 
has been filmed on a farm 
near Detroit. The leads are 
Hazel Dawn, Jr., of Holly- 
wood and Broadway musical 
comedy, and Paul Langton, of 
several MGM _ productions. 
Haford Kerbaway, who pro- 
duced Waves of Green, is di- 
recting. 

The new Dearborn film will 
be distributed nationally. 


Fourth Commercial Driver 
Film Is On Safe Trucking 


* Fourth in a series of com- 
mercial driver education, be- 
ing produced by the Vogue- 
Wright Studios, is a trucking 
industry safety film, Too Fast 
for Conditions. Franklin 
Kreml, director of the North- 
western University Traffic In- 
stitute, is featured. 

Others in the series, ready 
for release by the National As- 
sociation of Automotive Mu- 
tual Insurance Companies, 
are: 

Caution at the Crossroads, 
dealing with avoidance of in- 
tersection accidents; Danger 
in Reverse, demonstrating 
three simple steps to follow 
before and while backing, and 
so avoid vehicle and property 
damage and pedestrian acci- 
dents: and Too Close for Com- 
fort, made in cooperation with 
the American Trucking Asso- 
ciations, Inc., and warning 
against the “tailgating” prac- 
tice which causes highway 
crackups and arouses public 
enmity toward commercial 
drivers. 

All these subjects are avail- 
able from the Vogue-Wright 
Studios as sound slidefilms or 
slide-motion. The address is 
237 E. Ontario St., Chicago. 


A BUSINESS FILM REFERENCE AND RESEARCH LIBRARY AT YOUR SERVICE 


Write today for complete details on the Film Guide 
Library and the Business Film Bookshelf Services 


services have now been improved to meet your needs. 
Address: Film Guide Library, Business Screen, 150 
E. Superior, Chicago 11. Write today—don’t delay! 


BUSINESS SCREEN MAGAZINE 


| 
= | 
ia | 
— 
1 
| 
} 
4 { 
"hs 4 | 
— 4: | 
| 
| 
8 


the true ch jfor the 
arm trait of De he auto- 
al the lives le who are a 
ane soncers WHO serait of 


i 


FOR FOURTEEN YEARS we worked to reduce 
the weight of the Picturephone. 

Never excessively heavy, the Picturephone 
has always had record carrying compartment 
and, for very small audiences, built-in shadow- 
boxed screen. Of course, for larger audiences 
projector may be used to play on larger screen. 

When microgroove records out-moded awk- 
ward and heavy 16 inch platters, we reduced 


MANUFACTURED BY 


Telephone CAnal 6-4914 


the weight still further. (Model L can be fur- 
nished to play all recordings.) 

Our engineers redoubled their efforts to cut 
down weight. They sliced a pound off here 
and cut an ounce there until . . . 

We can now offer Model L Picturephone at 
the unbelievable light weight of thirteen 
pounds! 

No change in performance! Same high 
fidelity and clarity; same screen and projector 


exhibit same brilliant pictures; same record 
carrying compartment keeps records clean and 
safe in transit. 

And you have everything in the one small 
case that needs no zipper bag to protect it. 
Model L needs no accessories. It is a complete 
machine in one case. 

Such portability has never been known be- 
fore in the sound slidefilm industry. 
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THE FOREMOST CUSTOMERS 


IN THE COUNTRY Buy 


COLUMBIA 


FOR THE ULTIMATE 


IN SLIDE FILM 


TRANSCRIPTION QUALITY 


Write, phone, wire for the details 


COLUMBIA TRANSCRIPTIONS 


A Division of Columbia Records, Inc. @T 
New York: 799 Seventh Avenue, Circle 5-7300 
Los Angeles: 8723 Alden Drive, BRadshaw 2-541] 


Chicago: Wrigley Building, 410 N. Michigan Avenue, WHitehall 4-6000 


Trode Marks “Columbia,” “Masterworks,” @E, @ Reg. U. S. Pat. Off. Marcas Registradas 
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Employees Welcome ‘‘Movie Day” 
in Thousands of Plants and Offices 


POT 
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AMERICANISM 


REGULARLY SCHEDULED FILM PROGRAMS 


PROVIDE RELAXATION—STIMULATE MORALE—BUILD GOODWILL 


Modern Talking Picture Service, Inc., 
have been commissioned to distribute 
on a free loan basis more than a hun- 
dred top-notch 16mm sound motion 
pictures sponsored by well-known 
American companies, trade associa- 
tions, and educational foundations. At 
your request, Modern will set up a 


weekly schedule of films adapted to 
your specific type of audience. 

These films are both entertaining 
and informative. They may be sched- 
uled individually or in well-balanced 
sequence from Modern’s regional film 
exchanges in all leading communities. 
WRITE TODAY for free descriptive film 
lists and case histories. 


TALKING 
PICTURE 
SERVICE 


MODERN TALKING PICTURE SERVICE, INC. 


45 ROCKEFELLER PLAZA @© NEW YORK CITY 20, N.Y. © Circle 6-0910 
140 EAST ONTARIO STREET @© CHICAGO 11, ILLINOIS @ SUperior 7-0588 
612SOUTH FLOWER STREET © LOS ANGELES 17, CALIF @© MAdison 9-2121 
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Utility keynotes the Remington Rand Center 


Remington Rand's N. Y. Center 


* Business groups are invited to use the facili- 
ties of Remington Rand Inc.’s new 165 seat 
auditorium in New York. Recently completed, 
the room has been planned principally for cus- 
tomer seminars in conjunction with the com- 
pany’s Institute of Business Administration and 
for group meetings of Remington Rand people. 
However, an open invitation has been extended 
to any business firm to come in and use the 
room for screening purposes. Reservation re- 
quests may be made to Walter P. Lindsey, gen- 
eral manager of the Sales Service Department, 
Remington Rand Inc., 315 Fourth Avenue, N.Y. 

Equipment includes Ampro 16mm projection, 
PA system; Beseler VuGraph, Webster tape re- 
corder, record player, and 165 springback mo- 
hair seats with individual foldaway tablet rests. 


Seating facilities accommodate 165 persons 


Selectroslide 

Only completely aut tie 750-1000 watt 2x2 
slide projector with remote control. Takes 48 
slides. Available with cabinets, “in-a-case” slide 
presentations. For displays, sales, schools, lec- 
tures. A modern display tool. 


Write SPINDLER & SAUPPE 
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The Last Word in Training 


.... will probably never be written, bu.... 


we know that the over-all results of a job training program 
depend on ATTITUDE. Individual attitudes — in terms 


of pride in company and product, job importance, team- 


work and security — control the speed and effectiveness 


with which training in special skills is absorbed. 


Attitudes are the products of emotion. As such, they are 
most easily influenced by the medium which strikes hardest 


at emotions — the motion picture. 


We have faced a number of industrial attitude problems 


with top organizations in industry. We would like to tell 
you about our approach to these problems and, at your 


convenience, screen the results for you. 


PATHESCOPE PRODUCTIONS 


THE PATHESCOPE COMPANY OF AMERICA INC 
580 FIFTH AVENUE, NEW YORK 19, N. Y. 
PLAZA 7-5200 
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Feed-O-Matic* Conveyor 


Vacumatic Platen* 


"LET THE PROJECTOR 
DO YOUR POINTING 


All need for pointing with a conventional 
pointer is eliminated when you put the new 
Beseler VU-LYTE Opaque Projector to work 
for you. 


When delivering your talk, you do not even 
have to stand near the screen. You can actu- 
ally operate the projector yourself and, with- 
out leaving the instrument, indicate accurately 
any detail of your illustration material by 
simply turning a knob. 


The knob, conveniently 
front of the VU-LYTE, controls the Beseler 
POINTEX* PROJECTION POINTER, a 
built-in device which throws a lighted arrow 
onto any part of the screen, and just exactly 
where you want it. 


located near the 


“Pointing out" details in this way proves 
extremely easy and convenient for the lecturer 
or demonstrator, since projected material is 
seen at all times in proper perspective—and 
not distorted, as when a speaker is obliged to 
stand close to the image. 


The POINTEX PROJECTION POINTER 
is but one of the valuable Beseler innovations 
and refinements which put the VU-LYTE at 
“the head of the class"—make it the most 


THE NEW 


modern and versatile visual teaching tool 
available. Many other outstanding VU-LYTE 
features team to help you get top-notch re- 
sults with maximum ease and economy of 
operation. For example: 


1, YOU CAN use the VU-LYTE in a partially- 
lighted room. Total dark is not y in 
order to obtain clear, sharp images and brilliant 
colors—because VU-LYTE provides extra 
illumination. 


2. YOU CAN feed mixed or continuous copy 
through smoothly, without light flashes, by means 
of the Beseler FEED-O-MATIC*® metal belt CON- 
VEYOR. As new copy is fed in at the left side of 
the projector, preceding copy is ejected from the 
right side. 


3. YOU CAN use copy “as is”—without 
mounting or inserting into holders. The unique 
Beseler VACUMATIC PLATEN® holds all copy ab- 
solutely flat during projection. A full 8'.x11 page 
letter or @ postage stamp can be projected with 
equal ease, without curl or flutter. 


4, YOU CAN use VU-LYTE on an uneven 
surface—project om small or large screens. in 
addition, VU-LYTE is an amazingly quiet and 

l-operating opaque proj 


These advanced, exclusive features, plus others, 


are incorporated in a projector that weighs only 35 Ibs. 
and is REDUCED IN PRICE. Ask for free 
demonstration of the precision-built VU-LYTE in your own 
projection room. And for more information regarding this truly 
new concept in opaque projection, ask for booklet— pr 


CHARLES COMPANY 


The World's Largest Manufacturer of Opaque Projection Equipment 


Beaclere 


OPAQUE PROJECTOR 


*Pat. Pend. 
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For those accounts and agencies who 
require quality production in their TV 
films, SOUND MASTERS has both the 
Know-How and the Can-Do— 


. . . $0, When planning your next film 
job, let us talk with you— 


WE HAVE A LOT OF GOOD IDEAS 


Sound Masters, Ine. 


165 WEST 46TH STREET — NEW YORK 19... PHONE PLAZA 7-6600 


MOTION PICTURES 

SLIDE FILMS 
TV SHORTS AND | 
COMMERCIALS i 
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Tue CrLassroom Communicator in use during test session. Console left; in center 
is Film Analyser polygraph and at right is total score indicator. On wall beside screen 
is classroom correct answer light box. Multiple choice questions are projected “on the 
screen and students indicate choices by pressing keys of individual response stations. 


Toward More Effective Films 


ABSTRACT REPORTS ON PENN-NAVY RESEARCH STUDIES 


*% Of general importance to the 
entire audio-visual field of educa- 
tion are five new technical reports 
issued by the Instructional Film 

Research Program of the Pennsyl- 

vania State College in cooperation 

with the Special Devices Center, 

Office of Naval Research, Depart- 

ment of the Navy and the Army. 

The five reports bring the total 

number of technical reports pub- 

lished by the Instructional Film 

Research program to eighteen. 
Dean M. R. Trabue is respon- 

sible administrator for the human 

engineering project; C. R. Carpen- 
ter, program director. 

Rapid mass learning is the ob- 
jective of all five reports. Two con- 
cern the planning, designing and 
construction of equipment for re- 
search on the learning process and 
the evaluation of instructional films. 

Three other studies will be ab- 
stracted in the next issue. 

* * 

THe CLasskoom COMMUNICATOR. 
Responsible engineers: F. T. John 
and J. B. Cannon, Jr.; report 
prepared by C. R. Carpenter, 
R. C. Eggleton, Mr. John and 
Mr. Cannon. 

© What It Ils: The Classroom Com- 


Control console of the Communicator 


municator under discussion is an 
enlarged and improved version of 
the Film Research Program’s first 
experimental Communicator, as re- 
quested by the Special Devices Cen- 
ter. It was planned and built for 
the twofold purpose of providing 
a means for recording and measur- 
ing the reactions of individuals in 
audiences, and for improving, fa- 
cilitating or increasing the rate and 
effectiveness of learning. 

If one includes the Film An- 
alyzer, which is a continuous re- 
cording polygraph for evaluation 
of programs such as films, and 
usable in conjunction, the Class- 
room Communicator has five major 
components: 40 individual response 
stations located on the arm rests 
of the seats and having five piano- 
like keys; a console housing the 
relay panels, power supplies and 
commutators and having a large 
panel on which are mounted most 
of the controlling and indicating 
devices; classroom correct answer 
lights located in the front of the 
room; total score indicators, and 
the Film Analyzer, which is dis- 
cussed in a separate report. 

Operational Characteristics: \n 
performance the experimental 
model of the Communicator im- 
mediately indicates the distribution 
of correct and incorrect answers 
by individuals; presents the total 
test score of each individual; pro- 
vides for the insertion of correct 
answers by the operator or a pre- 
punched answer card; provides a 
semi-private response station for 
each individual; presents the cor- 
rect answer after each response 
period; prevents multiple answers, 
and a discrete number system gives 
accuracy exceeding that specified. 
Illuminated dials permit dark room 
operation. 


The Communicator also provides 
for the omission of a response, 
permits a check on the kind of re- 
sponse, indicates the number of 
responses to each alternative, in- 
cluding omits; allows arrangement 
of the total group into three sub- 
groups; and will add scores on 
multiple choice items with the items 
differentially weighted. 

Using the Film Analyzer in con- 
nection, a complete record in sym- 
bols of every response by each indi- 
vidual can be printed, and a record 
can be made of all response times, 
thus being usable for different im- 
mediate or delayed response timing 
measurements. 

Conclusions and Applications: 
An evaluation program is underway 
to determine the reliability of the 
equipment, and the accuracy with 
which it can be operated. The 
evaluation program is to be fol- 
lowed by psychological experimen- 
tation, but conclusions thus far 
reached are that the Communicator 
will be most useful for research on 
instructional and informational 
types of communication programs; 
parts of the system may be used as 
patterns for simpler systems for 
more limited functions; models in- 
corporating the essential elements 
can be mass-produced for use in 
educational institutions. New kinds 
of experimentation in the learning 
process also are made possible such 
as the effects on learning of inter- 
group competition, and knowledge 
of results on tests. 


Film Analyser polygraph records five al- 
ternative responses for 40 stations. 


THe Firm ANALyzeR. Responsible 
engineers: F. T. John and J. B. 
Cannon, Jr.; report prepared by 
C. R. Carpenter, R. C. Eggleton, 
Mr. John and Mr. Cannon. 


* What It Is: A new recording 
system for research and evaluation 
of complex types of instructional 
and information programs and 
communication by means of sound 
motion pictures. The major com- 
ponents of The Film Analyzer, 
which is operated to synchronize 
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reaction record with the running 
of the film, are a polygraph re- 
corder, coding relays and response 
stations. It was designed to work 
in conjunction with the Classroom 
Communicator. Both devices use 
the same response stations for in- 
formation input. The coding relays 
are housed in the Classroom Com- 
municator but these relays are as- 
sociated with only the Film An- 
alyzer. 


Operational Characteristics: The 
Film Analyzer records continuous- 
ly a series of reactions or responses 
on five keys, for each of 40 indi- 
viduals. The response stations pro- 
vide for semi-private registration 
of reactions of each, and this can 
be done in a dark room. Several 
operations for sub-groups can be 
undertaken at the same time, such 
as a study of technical accuracy of 
the film by one sub-group, photo- 
graphic and sound quality by an- 
other, teaching effectiveness by a 
third, with a permanent record of 
each reaction. Timing reaction 
study by timer markings on the 
record chart and film footage mark- 
ings are permitted, for synchroniza- 
tion. Additional kinds of observa- 
tions or records are obtainable by 
use of the extra recording chan- 
nels. The record is printed on a 
moving paper strip and is imme- 
diately visible. 

Conclusions and Applications: 
Reactions to various types of in- 
structional and informational pro- 
grams can be accurately timed with 
the Film Analyzer. The following 
uses also are considered possible: 

Scripts may be read or repro- 
duced through sound recordings 
for evaluation by a selected audi- 
ence and sub-groups and the rec- 
ords used as important guides to 
final production. The foregoing 
holds true also for story board 
treatment or filmstrip presentation 
of the pictorial content with a re- 
corded narration. Specialists may 
use the Analyzer to evaluate film 
structure in the “rough cut” editing 
stages, and the researchers call par- 
ticularly important the values for 
preview and final decision confer- 
ences to determine acceptability in 
terms of technical accuracy, treat- 
ment and overall quality and to 
formulate recommendations for 
film utilization. 


With sub-group recording the 
Analyzer provides for study of the 
reactions of samples of the target 
audience simultaneously with those 
of the specialists, for later summary 
in graphs. Completed films can be 
evaluated, and the Analyzer also 
may be used to record reactions to 
radio and television performances, 
lectures, demonstrations, etc. Ge 
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PRODUCTION LINES 


We've been reading in Wall Street Journal 
that manufacturers, in general, are currently 
burdened with over-sized inventories. Apparent- 
ly, everybody—from the paper clip manufac- 
turers to the automobile plants has over- 
produced. And it’s popular rumor that the 
makers of some big-ticket goods are “making 
deals” with their distributors to help relieve the 
situation. 


There’s nothing new about this—but we 
can’t help thinking that a stronger program of 
selling at the final point of sale, the retail store, 
would go a long way toward taking up the 
slack . . . plus, of course, creating good will and 
future customers for the product involved. 


After all, the retail salesman is the guy who 
can make or break the sale—he can render 
the whole advertising program, the distribu- 
tion and selling plan, meaningless—if he’s 
not able to get the information and the prod- 
uct across to the consumer, 

Some far-sighted manufacturers and retail or- 
ganizations have worked out effective means for 
getting the information to this important, final 
nk in the merchandising chain — the retail 
salesperson. 

* . 


SEARS, ROEBUCK AND COMPANY, for 
whom we are producing retail training films, is 
a good example of a company that is putting 
working tools, in the form of motion pictures 
and slidefilms, into their stores for viewing and 
study by their salespeople. These films are 
designed for their audience, with the audience's 
problems in mind to dramatize and explain 
specific products, and to outline methods for 
selling them. 

This kind of “grass roots” sales training is 
important, too, to some of our other clients 
for whom we've recently produced successful 
films: SWIFT AND COMPANY, INTERNA- 
TIONAL HARVESTER, MILES LABORA- 
TORIES, McKESSON ROBBINS, THE NA- 
TIONAL ASSOCIATION OF RETAIL 
GROCERS, THE NATIONAL ASSOCIA- 
TION OF MUSIC MERCHANTS, THE NA- 
TIONAL ASSOCIATION OF SPORTING 
GOODS MANUFACTURERS, and others. 


If you're selling a product or a service, you 
need to reach the people upon whom you depend 
to put over the final sales transaction. You need 
to reach them with specially-designed, potent 
selling aids. Their best aid to selling is idioms: 
tion. Properly designed films are among the best 
purveyors of information. 
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We can design those films for you—and 


produce them with unexcelled quality. 


Call on us for screenings. 


DALLAS JONES 


PRODUCTIONS 
1725 North Wells Street « Chicago 14, Ill. 


Mourn Passing of Robert Flaherty 
“Father of the Documentary Film” 


* Robert Joseph Flaherty died at 10:40 in 
the morning of July 23. Ill for several weeks 
at his farm near Brattleboro, Vermont, the 
“father of the’ documentary film” finally suc- 
cumbed of a heart attack. With him at the end 
were his wife, Frances, and his brother, David, 
both of whom worked with Bob Flaherty in the 
production of his long series of masterful films. 

Flaherty was born 67 years ago in Upper 
Michigan. Early in life he learned the excite- 
ment of adventure and the ways of primitive 
peoples as he traveled with his father, a mining 
engineer, in northern Canada. Later, he ex- 
plored the upper Hudson’s Bay regions for the 
Canadian National Railway and began his ex- 
periments with the motion picture camera which 
culminated in the first of the great documentary 
pictures, Nanook of the North which he made 
for Revillon Freres and released to great ac- 
claim in 1922. 


Flaherty traveled and lived all over the world 
in the following years, making Moana and Tabu 
in the South Seas, Elephant Boy in India, Man 
of Aran in Ireland, and, recently, Louisiana 
Story for the Standard Oil Company (NJ) in 
the “Cajun” country of Louisiana. He had been 
working in the recent months on a new produc- 
tion for the Cinerama process which was to be 
presented next winter in New York. 

Bob Flaherty won honors from many nations 
and recognition for outstanding achievement 
from practically every group in the film indus- 
try. His poetry of light and shade will remain 
an enduring treasure for generations to come. 
In Gaeli, the tongue of his ancestors, “Flaher- 
ty” means “prince,” but to his friends, and 
friends of the film everywhere, “Flaherty” will 
always mean “The King.” y 


Committee on Advertising of U.S. 
Chamber Sponsors “The Magic Key” 


* Distribution of The Magic Key moves out 
and beyond sponsorship by individuals or as- 
sociations to a position as a potential economic 
force on a national scale with the announcement 
by the Chamber of Commerce of the United 
States that its Committee on Advertising now 
is sponsoring the Raphael G. Wolff color and 
sound film. 

The aim of the Chamber’s Committee in han- 
dling The Magic Key, a winner in the 1951 
Freedoms Foundation Awards, is “to develop 
a better public understanding of the part adver- 
tising plays in our economy.” In a two-color 
folder, with laudatory quotations from sponsors 
in widely varied fields, the Committee empha- 
sizes that the 20 minute 16mm motion picture 
shows how free enterprise, with the aid of ad- 
vertising, has given America mankind’s highest 
standard of living. 

The Committee, which is renting prints at $10 
a week and selling them at $200, notes that the 
film is suitable for showing to businessmen, 
churches, colleges, high schools, women’s clubs, 
social, management, advertising, sales and labor 
groups and to general audiences. 

Address the Committee on Advertising of the 
Chamber of Commerce of the United States, 
1615 H St., N.W., Washington 6, D.C. = 
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at the 


BOSTON FILM FESTIVAL 


BRIDGE TO THE FUTURE 


for 
Worcester Polytechnic Institute 
FIRST AWARD 


THE WILL TO BE REMEMBERED 


for 
Barre, Vermont, 
Granite Association 
HONORABLE MENTION 


DESIGN FOR TOMORROW 
for 
Springfield College 
SECOND AWARD 


SKI VERMONT 


for 
Vermont 
State Development Commission 


AWARD OF MERIT 


produced by 


BAY STATE FILM 
PRODUCTIONS 


INCORPORATED 


SPRINGFIELD & BOSTON 
MASSACHUSETTS 
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FOR BUSINESS AND INDUSTRY 


e FOR TRAINING your employees or salesmen. 


e FOR SALES and PROMOTION—to show prospects how 
your product is made, how it works, the benefits of its use. 


e FOR EDUCATION and ENTERTAINMENT—in factories, 
schools, churches, stores, or homes. 


PHOTOGRAPHY... 


demonstrates, trains, dramatizes, sells 
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Make the Most 


of Your 
Color Slides 


THE KODASLIDE PROJECTOR, 


MODEL 2A 


Gives Brilliant Performance 
For Small Group Showings 


With the Kodaslide Projector, Model 2A, you put your 
slides on the screen with an extra measure of clarity and 
dramatic realism—give them maximum effectiveness for 
sales presentations, training, education, and entertainment. 
Light, compact, and easy to carry, it’s the ideal projector for 
small audience showings. 

Ultra-sharp, sparkling projection is assured by a Lumen- 
ized optical system for increased light transmission and even 
illumination. Quick, easy lens barrel focusing and a built-in 
elevating mechanism make this projector a pleasure to 
operate. What's more, your transparencies are fully pro- 
tected by heat-absorbing glass and adequate ventilation. 


Durably constructed with a die-cast aluminum case, the 


Model 2A Kodaslide Projector is designed for long, 
trouble-free service. A 5-inch //3.5 lens blows up your 2x 2- 
inch transparencies to 84-inch screen images. Price, $49.50. 
Carrying case with a shielded 10 x 10-inch screen inside 
the case lid, $15. Projector remains in case during slide 
presentation. See this truly outstanding projector at your 
nearest Kodak dealer’s or mail the coupon for complete 
information to Eastman Kodak Company, Rochester 4, N.Y. 


Prices subject to change without notice. Consult your dealer. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. wad 


Please send me complete information on “The Kodaslide Projector, 
Model 2A.” 
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OW DOES a new sponsor of business 
films get started in this medium? Having 
spoken and written to countless thousands 
of groups and individual executives either 
directly interested in this potent medium or in 
apparent need of it, we are constantly striving 
toward the basic formulae for a successful be- 
ginning; for the common denominator of inter- 
est to the largest number of potential film users. 

Universally, the facts about the audiences 
availabie and attained by other comparable 
sponsors seem to have the greatest appeal to 
those considering films for the first time or a 
return to films after some years of inactivity. 
Of nearly equal interest is that all-critical se- 
quence of events that lies betweeen confirmed 
interest and the first projection of the client's 
work-print. The client wants to know “how can 
I be sure that my first film will be a winner?” 


Best Advice: Stick to the Winners 


It goes without saying that the best “general 
coverage” policy any client can acquire in that 
favor lies in the reputation, facilities, and in- 
tegrity of the known and established companies 
who continue to provide the great number of 
successful films now in use. But two other 
people, both within the control of both the spon- 
sor and the producer, hold vital keys to film 
success. These are the screen writer whose ideas 
and overall concept can almost predict a pic- 
ture’s final appeal and the film distributor, 
whose liaison activity between the sponsor and 
the national audience is now governed by in- 
violate operating codes and fundamental econ- 
omics of print movement. 

The writer’s skill is not a common thing, un- 
fortunately, and it is still too often interfered 
with by inept or insecure sponsors (and some 
experienced enough to know better). But it is 
plainly evident in the script, in the quality of 
its appeal to the intended audience, and in the 
first treatment wherein it is either blueprinted 
for a motion picture or clearly unworthy of the 
camera. One highly-successful writer of recently 
outstanding sponsored films blueprints his first 
approach as a silent movie. If the treatment 
can be thoroughly visualized—a motion picture 
—he proceeds to write it. One other, key ele- 
ment lies in being able to get to the kernel of the 
idea, the key objective, which he tries to define 
in a short statement or translate into an essential 
situation. In one film, for example, the key 
idea was expressed in the phrase “the difference 
between a minor violation and sudden death is 
a fraction of a second.” The picture is the 
nationally successful safety subject And Then 
There Were Four. The writer: Charles “Cap” 
Palmer, an experienced craftsman. 


Pictures Are Written to People 


A patent weakness in many sponsored films 
is their “all-purpose” appeal. Good internal pic- 
tures are directly aimed at specific worker 
groups and make a common bond of under- 
standing or fail. The consumer film has a vastly 
different aim, whether in product promotion or 
public relations. Each type must be aimed di- 
rectly; there is no real economy in less effective 
presentation for both groups through needless 
sacrifice of personal interest. 

It is the enormous and constantly growing 
size of the 16mm film audience that has really 
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right off the reel 


NEW SPONSORS FOR FILMS ¢ LABOR’S PAIN « MEDICAL FILM RESEARCH 


rung the death-knell of the all-purpose film. A 
total plant organization of many thousands is a 
big enough audience to justify a direct picture; 
the millions of consumers in all age groups now 
available through nationwide film distribution 
dictate high-quality, well-aimed consumer films 
that help sell their own multiple bookings and 
increased annual showings per print. 

Clubs, schools, churches, plant shows, theatres, 
television—these outlets for today’s sponsored 
films represent the non-user’s greatest opportun- 
ity—a challenge which must be met first by the 
imaginative skill and originality of this indus- 
try’s screen writers. 


Management-Baiting Labor Picture Fails 
to Deliver Retail Union’s Real Story 


* Maybe not every trade union has the kind 
of story to tell that made the Ladies Garment 
Workers’ With These Hands such a memorable 
event in recent sponsored film history. Certain!y 
the first major union picture to be released since 
that time suffers by comparison. 

The Retail Clerks International Association, 
an American Federation of Labor: affiliate, is 
the sponsor of A Watch for Joe, a Super Cine- 
color opus produced in Hollywood B or C pic- 
ture style. It runs for 45 minutes. Because trade 
unionism is a fundamental part of our whole 
economic system, this film and its content ap- 
proach should not pass unnoticed. 

A Watch for Joe makes its case for member- 
ship on the stupid cupidity and inhumanity of 
a caricatured employer. Of course this character 
doesn’t really exist and his lack of existence is 
underscored by the casting of Alan Mowbray 
as the featured player of this key role. Our 
sincere young hero is driven into union mem- 
bership past death’s door. Villains have prob- 
ably made a major contribution to trade union 
membership since the 1900's but it is highly 
questionable if this modern-day Uncle Tom's 
Cabin presents the true case of the Retail 
Clerks. But after all, they (the union) play a 
comparatively minor role in the picture which 
is largely devoted to irrelevant mish-mash such 
as Joe’s brother-in-law’s struggle with the paint- 
ers’ union, Joe’s romance with a beautiful union- 
ist, and a curtain speech by that eminent spokes- 


man of labor, Mr. Edward Arnold, who tells 
about his union. 

This is the sad result of entrusting a factual 
film document to the people who make fantastic 
fiction for a living. Unlike With These Hands, 
the result is that A Watch for Joe is not believe- 
able and not worthy of a great trade union. 

Not even in Super-Super Cinecolor. 


AMA Approves Medical Film Research 


* Approval of a new budget to make possible 
preliminary investigations on the effectiveness 
of motion pictures in medical education has 
been granted the Committee on Medical Mo- 
tion Pictures of the American Medical Asso- 
ciation by the Board of Trustees. Announce- 
ment of the grant was made this month by 
Ralph P. Creer, Secretary of the committee. 
A research subcommittee of medical educa- 
tors, audio-visual specialists and educational 
psychologists will be appointed. Their princi- 
pal function will be to establish basic criteria 


‘under which controlled research studies might 


later be conducted in medical schools. 

Past studies have indicated the effectiveness 
of films in primary, elementary and secondary 
schools, as well as in the Armed Forces and 
industry, but this marks the first time that any 
study has been undertaken of audio-visual tech- 
nics as they apply to medical education. Fur- 
ther studies which may be made after the pre- 
liminary data have been compiled would be ex- 
pected to offer valuable evidence on the limita- 
tions as well as the effectiveness of motion pic- 
tures as applied to medical teaching situations. 

* 


Field Trip Popularity Shows Films Value 

* An estimated 40,000,000 people visited U. S. 
industrial installations in 1950 and according to 
a recent issue of 
Harper’s, widespread 
factory visiting has 
become a part of the 
American scene. Con- 
vincing testimony for 
today’s popular in- 
terest in sponsored 
films is thus high- 
lighted in the news. 
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What Is Happening 


in Civil Defense Films? 


A Survey of the Present Civil Defense Film 


Situation and an Estimate of Future Needs 


BY WARREN CHENEY 4 


Chairman, Training Aids Section, Civil Defense Research Associates 


CCORDING to the official news releases of 
A the Federal Civil Defense Administration, 

and supported by letters received by the 
author from John A. DeChant, Director of the 
Public Affairs Division, and John W. Sundstrom, 
Deputy Assistant Administrator for Training 
and Education, the current FCDA film program 
is as follows: 

A series of nine motion pictures based on 
official FCDA public information booklets al- 
ready prepared or in preparation has been 
announced by FCDA. Each film is nine minutes 
in length, each is made without government 
funds, each carries a price ceiling of $17.50 
retail price for 16mm B&W sound prints. (Lower 
prices apply to silent versions.) Recovery of 
production and print costs is expected to be 
made through sale of prints alone. Castle Films 
Division of United World Films is serving as 
distributor of the series. 

The first of the nine-minute FCDA official 
films, Survival Under Atomic Attack, was made 
by United World Films, also producing another 
in the series, Civil Defense for Industry, October 
release. Also for that month are two other films, 
Fire Fighting for Householders, produced by 
Teletran, Inc., of New York, and What You 
Should Know About Biological Warfare, pro- 
duced by Reid H. Ray Film Industries, Inc., of 
St. Paul. By November three more are to 
be ready for release, The Cities Must Fight, 
Archer Productions, New York; Emergency 
Action to Save Lives, Teletran; and Civil Defense 
for Schools, Archer Productions. The last two 
of the series are due for completion in Novem- 
ber, What You Should Know About Poison 
Gases produced by Philip Ragan of Malvern, Pa., 
and Preparing Your Home Against Atomic 
Attack, Teletran. A tenth film, already com- 
pleted but kept on the shelf pending policy 
decisions, is called Disaster on Main Street, 
produced by United World. 

To quote a letter from FCDA’s DeChant: 

“The only official Civil Defense films will 
be those subjects listed on the enclosed press 
release (named in the paragraph above— 

W.C.) being made for us by the producers 

designated. No other films will carry official 

approval or any other FCDA endorsement. 

While some privately produced films have 

been reviewed in the past, none has received 

official approval by this Administration.” 

A letter from FCDA’s Sundstrom makes clear 
that the Training and Education Division has 
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no film program at present. but he goes on to 
say that if and when his division does go into 
films “we expect to use available (film produc- 
tion) resources in much the same way in which 


the Public Affairs Office of FCDA has done.” 


In practice this means, of course, that the 
FCDA does not expect to have any film program, 
either for public information or for training, 
other than its present non-sponsored one. Ap- 
parently the top brass of the Training and Edu- 
cation Division, as well as of the Public Affairs 
Division, feel that private capital from the film 
industry will be available and willing to finance 
all the civil defense films deemed necessary. 
Hence there are no funds earmarked for film 
production in the FCDA budget, and presumably 
no film production funds will be requested by 


FCDA. 


To those of us engaged in the daily tasks 
of recruiting and training civil defense person- 
nel and trying to educate the public in atomic 
self-protection, the need for CD films far ex- 
ceeds the supply. In practice. we are showing 
the FCDA film, Survival Under Atomic Attack. 
(only one of the official FCDA films available), 
and find it useful. But we are also using 20 to 
30 other films, most of them of much longer 
running time, and find these virtually indispens- 


Too Little and Too Late? 
* Civil Defense, as Millard Caldwell says, 


is something America hopes it will never 
need but cannot survive without. In this | 
frank review of the present application 
(and lack of it) of invaluable visual train- 
ing aids to the acute problems of civil de- 

| fense, a qualified Eastern CD authority who 

| is also a film writer-producer with the Sig- | 
nal Corps Photographic Center, New York, 
presents some of the key facts. | 


In this survey, Mr. Cheney asks: 

(1) What is the FCDA film program, 
presently and potentially? 

(2) What success have non-FCDA 
blessed civil defense films experienced to 
date? 


(3) What subjects do civil defense train- 
ing directors want covered by films? 


. have proceeded with the production of addi- 


able even though they were not made under 
FCDA auspices. 

Thus the present situation requires examina- 
tion of the FCDA program and evaluation of 
the utilization record of the FCDA nine-minute 
films in the light of utilization records of non- 


FCDA eivil defense films. 


What Success Have Non-FCDA Blessed 
Civil Defense Films Experienced? 
One indication of comparative utilization was 
supplied by the Speakers Bureau of the New 
York City CD, among the first CD offices to get 
prints of the FCDA film Survival Under Atomic 
Attack. When speakers were ready to select a 
film for use during a recruiting meeting, most 
often the film chosen from the Speakers Bureau 
film library was the color version of Pattern for 
Survival. Queried as to this choice, speakers 
replied that although the content of the FCDA 
film was quite acceptable, the color and the 
length (20 min.) of Pattern made it a superior 
tool for CD recruitment purposes. 
Pattern for Survival was made by Milton J. 
Salzburg, one of the first independent producers 
to risk his own capital to produce a CD film 
without FCDA approval. With the technical 
advice of William L. Laurence of the New York 
Times plus numerous conferences with federal 
officials in the NSRB, Department of Defense, 
American Red Cross and other agencies, he 
came up with a motion picture that has been 
accepted and used by hundreds of CD organiza- 
tions. When asked about that vital statistic, 
how many prints sold, he smiled and begged 
not to be quoted. But he hastened to add that 
print sales had been more than satisfactory, 
and pointed out that color prints outsold the 
black-and-white versions two to one, despite 
their retail price of $200, as against $100 for 
the B&W. 

You Can Beat the A-Bomb, produced by 
Walter Colmes as an Emerson Films release, 
distributed by RKO as a 35mm short, and 
marketed in the l6mm field by McGraw-Hill 
Textfilm Department, has a similarly brilliant 
utilization record. McGraw-Hill reported that 
as of August 1, clese to 1,000 prints had been 
purchased by CD organizations from coast to 
coast. Yet this film, like Pattern, lacks FCDA 
approval. Of further note is the fact that al- 
though it deals with survival measures in the 
home, as does the FCDA’s Survival Under 
Atomic Attack, the film You Can Beat the A- 
Bomb continues to sell an average of 25 prints 
per week even after everyone in CD has learned 
that 3,000 dealers stock the FCDA picture at 
$17.50. You costs $80. 

Atomic Alert, produced by Encyclopaedia 
Britannica Films primarily for school audiences, 
is a third CD film that is doing good business 
in print sales without benefit of the FCDA seal 
of approval. It runs 15 minutes, sells for $70; 
and is available in a 10 min. version for $50. 
It too deals with survival measures, like the 
$17.50 Survival Under Atomic Attack. 

Encouraged by the response to their first CD 
films, both Cornell Films (Pattern for Survival) 
and McGraw-Hill (You Can Beat the A-Bomb) 


tional CD subjects. Cornell's new film, Target 
USA, a late July release, deals with CD measures 
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Industrial plant protection centers on an ade- 
quate communications center. 


to be taken by business and industry. Like 
Pattern it is in color but available also in B&W. 
McGraw-Hill film, Disaster Control, is due for 
release in October, concerns industry exclusively 
and the problems of disaster control during fire 
and flood, sabotage and bombing. It is a one- 
reel all-animation B&W film being made by 
Transfilm, New York City. 


What Subjects Do CD Training 
Directors Want Covered by Films? 

As the producers of CD films have quickly 
learned, it is the civil defense training director 
who gives the most vital kind of approval to a 
CD film. For those unfamiliar with a typical 
CD training program it might be helpful briefly 
to describe the way in which New York City’s 
CD training program is set up, since many other 
major cities have similar CD training structures. 

Civil defense training in New York City is 
conducted separately by each of the seven major 
divisions of CD operations: Air Wardens Serv- 
ices (500,000 to train), Medical Emergency 
Services (300,000 to train), Public Health 
Emergency (85,000 to train), Auxiliary Police, 
Auxiliary Fire, Welfare Emergency, and Public 
Works Emergency (total CD personnel to be 
trained in NYC: 1 million). Typical of the prob- 
lems of a CD training director were those of 
Dr. Morris Shamos, training director of the 
Air Wardens Services. 

Dr. Shamos explains that with a half million 
persons to be trained in the key service of air 
wardens, he is ready to use films extensively 
in his program. One reason he is keen about 
films is that he faces a huge problem in getting 
uniformly adequate teaching. Some of his in- 
structors are excellent, some are not; some have 
been professional teachers, others have not. 
Wardens have to know a great many things; 
they must be able to perform many functions. 
they must be leaders, diplomats, first-aid direc- 
tors, fire-fighters, demolition directors, radiation 
detection directors, plus a hundred other things 
as occasions arise. Obviously, to properly train 
CD volunteers to do and be all these things is a 
stiff assignment for the most experienced teach- 
ing staff. But when teaching staffs have to be 
vastly expanded it is inevitable that instruction 
drops in effectiveness. Consequently, since CD 
training cannot wait while the teaching staffs 
are given long and careful teacher training, the 
need for expertly prepared films with maximal 
teaching effectiveness becomes acute. 


Asked how he felt about civil defense experts, 


NUMBER 5 * VOLUME 12 * 1951 


The industrial information program maintains 
morale; keeps production lines going. 


Dr. Shamos made clear that he was not pri- 
marily concerned as to whether a CD film had 
employed Federal CD technical advisors or other 
CD experts. As long as the film was acceptable 
in doctrine, and had material of value for his 
teaching courses, he would use it. While ad- 
mitting that the ideal would be to have films 
made to his specifications, Dr. Shamos_ indi- 
cated that films were like textbooks: instructors 
might not support all details of content but 
would use the text since it was 70 to 80 per cent 
correct. 

Space limitations preclude discussion here of 
the* full list of subjects which interviewed CD 
training directors expressed a desire to see made, 
but the general areas include several types of 
training films, information films, morale build- 
ing films. Within the seven major divisions of 
CD operations there are 26 subdivisions, and 
these require persons in 103 job classifications, 
to give the figures noted in the official New 
York City CD recruiting booklet. Some of these 
jobs, such as blinker signalers. might require 
but one or two training films; others, such as 
Geiger counter operators, will require a series 
of films, since the Geiger men must learn not 
merely how to read the dials of their instruments 
but also must know the intricate methods of 
radiologic safety in order that they do not over- 
expose themselves or fail to decontaminate them- 
selves properly when leaving a shift, etc. 

Training raw volunteers to set up and operate 
emergency welfare centers for example, will re- 
quire a large number of films, when it is noted 
not only must staffs of cooks, clerical workers, 
first-aid personnel and maintenance crews be 
trained, but key personnel groups of social work- 
ers must also be trained. The USA already is 
seriously short of professional social workers, 
hence civil defense can expect to find the re- 
quired additional thousands only by training 
their own and will need several films to ac- 
complish that job. 


How Big a Program Is Needed to Meet 
the Training Film Requirements of 
the Full-Scale CD Effort? 


To arrive at a realistic concept of the size 
of the film program required to service the full- 
scale effort in civil defense, certain basic statis- 
tics must be faced. 

First, and foremost, is the matter of total 
numbers of CD personnel to be trained. Official 
estimates place the coast to coast total above 


Plant experts study hazards: these scenes are 
from the new film “Target U.S.A.” 


twenty million, or six times the total number of 
armed services personnel. 

Second, it must be recognized that the more 
than 100 job classifications in civil defense are 
no less technical and specialized than those in 
the armed services. 

Third, since CD personnel are volunteers 
rather than paid workers, the training problem 
is rendered as much as 100 per cent more dif_i- 
cult. To hold interest and keep CD trainee at- 
tendance at par requires far more expert teach- 
ing methods than can be used on buck privates 
in a military training course. 

Experience of training commands in the 
armed services is, of course, the most valuable 
source to which civil defense training directors 
can turn for help and counsel. Inquiry reveals 
that the armed services today rely more exten- 
sively upon training films than during World 
War Il. 

Whereas the raw recruit in 1943-44 saw 10 
to 15 training films, the 1951 inductee sees 
an average of one every day for the hundred 
days of his 14 week training period. As a re- 
sult of that improved training, the new soldier 
arrives on the firing line better prepared to 
take care of himself than his WW II counter- 
part. The war record of Korean combat effec- 
tiveness proves that the newly trained units be- 
gin to fight with veteran skill far sooner than 
did the new units of WW II. 

What Steps Mast Be Taken Before a 
Full-Scale CD Film Program 
Can Be Initiated? 


It seems evident, therefore, that civil defense 
training, with a bigger and more difficult job 
to do, will require a training film program at 
least as extensive as that being employed by the 
armed services. Plans for a CD training film 
program of smaller dimensions inevitably will 
prove to be inadequate to a tragic degree. Lack 
of proper training for civilians, in an all-out 
atomic war such as we face, can mean serious 
loss of life, and among those lost could be your 
family or mine, and very likely the families of 
those government officials and elected represen- 
tatives who obstruct the CD training program 
for one reason or another. 

Defeatists will point out that a civil defense 
film program as large as that of the combined 
armed services will be too big and too expensive. 
But they should be reminded that atomic war 


(CONTINUED ON THE FOLLOWING PAGE) 
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The Civil Defense Picture: 


(CONTINUED FROM THE PRECEDING PAGE) 


itself is too big and too expensive. They should 
also be reminded that if it is acceptable for the 
Department of Defense to expand some 60 billion 
dollars or more during 1951-52 equipping and 
training 3! million uniformed personnel, there 
should be no quibbling about a CD appropria- 
tion for improving training via films of some 
20 million CD personnel at a cost of less than 
one-tenth of one billion dollars. 


4,000 Titles Are Estimated Need 

The CD film program, if but equal to the 
armed forces film program, would mean setting 
a production goal of some 4,000 titles. (As of 
August 1951, the combined film programs of the 
armed services total more than 3,800 titles of 
motion pictures now actively used.) At this 
early stage, it is impossible to foresee whether 
4,000 titles would be adequate for the vast CD 
training effort. But this figure is certainly more 
of a minimal than a maximal one, and it would 
be a mistake to assume that some 4,000 titles 
would suffice CD for the duration. 

To initiate a full-seale CD training film pro- 
gram certain preliminary steps obviously must 
be taken. First there must be recognition of 
the size of the program and acceptance of the 
reasons for establishing a Federal Civil Defense 
Training Film Division with a budget of ade- 
quate proportions to get the desperately needed 
films produced. 

Such recognition is necessary in several key 
places other than within the film industry, of 
course, notably in Washington among congres- 
sional and senatorial appropriations committee- 
men, among FCDA officials not yet aware of 
their training film task, but also among the CD 
administrations of every city and state. At the 
moment, no FCDA official could go up to Capitol 
Hill and get substantial support for a multi- 
million dollar CD film program. The grass-roots 
support for such a program is simply not in 
evidence. 

The truth is that civil defense needs to be 
shown how training films can serve CD instruc- 
tion. While many CD training directors already 
are asking for films, there are hundreds who are 
new to their jobs and never have seen a first- 
rate training film program in operation. Not 
knowing what films can do for teaching, they 
are not yet asking for CD training films. 


Regional Action Needed by Industry 

Here is the area in which the film industry, 
the film councils, and the audi-visual dealers 
can take a hand. They can educate their local 
CD officials, their state CD officials, and their 
elected representatives in both state and federal 
legislatures as to what the full-scale CD film 
program must be to serve the nation adequately. 

With an important proportion of CD training 
directors in every state asking for a full-scale 
CD film program, there will be sufficient grass- 
roots support to get the necessary federal funds 
to start it. During the period of developing 
that support, the detailed organization and oper- 
ational plan for a Federal Civil Defense Train- 
ing Film Division can be evolved so that by the 
time congressional hearings on the CD training 
(CONTINUED ON PAGE FORTY-NINE) 
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“Target U.S.A.” Presents Graphic 


Portrayal of Plant Protection 


* Shali we presume our industrial plants are 
well started on plant protection against air at- 
tack? Underway? Or, know nothing about it? 

This is the problem facing producers of films 
designed to train us in industrial civil defense. 
Will their films be so elementary that most plant 
security people will find them old hat? Or, will 
the pictures be too technical, too advanced to 
be of practical use? 

Cornell Films, seeing a solution to the prob- 
lem, studied industrial defense activities all over 
the country in conjunction with the Research 
Institute of America. It was determined that 
the most needed film was one designed for the 
plant where plant protection was in a beginning 
stage but required, in addition to technical in- 
formation specifically applicable to its own par- 
ticular situation, motivation for all plant per- 
sonnel with emphasis on those selected to be 
leaders in civil defense activities. 

Points Up Plant Protection Need 

On this hypothesis, Target USA has been pro- 
duced and is now offered for sale to industrial 
concerns. One criticism: “There’s a hell of a 
lot more to civil defense than that,” which might 
be brought up right at the start, finds a ready 
answer: there certainly is, and there’s no better 
way to urge people to get down to the real 
business of plant protection than to show them 
dramatically what it’s all about. 

One narrow line the producers seem to have 
treaded carefully is that between a dramatic 
“scare” picture and a mundane expression of 
CD techniques. It does show what panic can 
mean in a crowded plant, and it is terrifying. 
But the basic feeling of the film reflects con- 
fidence, shows how plant workers from every 
department work together in harmony and with 
a solid purpose for their own common protec- 
tion. 

Features Message by Hanson Baldwin 

Besides the authority and experience of the 
Research Institute and of Cornell Films, with 
the most successful CD film Pattern For Survival 
already under its belt, Target USA shows Han- 
son W. Baldwin, military expert of the New 
York Times, describing why plant protection is 
essential and how it can be accomplished. 

The film has some nice touches of good cine- 
ma: the empty streets of Manhattan during an 
Mopvet INpDUSTRIAL SHELTER as shown in “Tar- 


get U.S.A.” provides adequate facilities for 
the protection of industrial workers. 


alert period; the faces and pastimes of people 
in a shelter—they play cards, look heavenward 
apprehensively, or apply lipstick carefully as if 
there is no time a girl shouldn't look her best. 
The more industrial workers who see it the 
better our chances of rolling with the punch 
if it should come our way—and it might come 
anytime. Ww 


OFFICIAL FCDA MOTION PICTURES 
* Here are the 9 official Federal Civil Defense 
motion pictures, of which the first is now out: 
Survival under Atomic Attack. 

e The dangers of the atom bomb and what the 
individual should do to protect himself, in the 
open or in the home; necessary precautions 
shown and described. 

Fire Fighting for Householders. 

e Ways and means of preventing fires in homes, 
or fighting fires once they have started. Fire is 
the greatest destroyer or killer after any air 
attack. 

What You Should Know about Biological 

Warfare. 

e Approved defensive measures against possible 
enemy attack with germs or other biological 
weapons, which would be directed against civi- 
lians in urban and rural areas and against ani- 
mal and food crops. 

The Cities Must Fight. 

e Reasons for maintaining a well-organized 
Civil Defense in every area, for saving of human 
lives and maintenance of our armed forces to 
fight back. 

Emergency Action to Save Lives. 

e Latest approved treatments for burns, shock, 
wounds, fractures and asphyxiation, and what 
to do in absence of trained help. 

Civil Defense for Schools. 

e Description of all the steps to be taken for 
the protection of children in classrooms in the 
event of attack by atom bomb or other weapons. 
What You Should Know about Poison Gases. 
e Defenses everyone can learn to use are shown 
and explained. New nerve gases yet to be used 
in warfare are discussed as well as war gases 
previously employed. 

Civil Defense for Industry. 

e Defensive measures against forms of sabotage 
and attacks on defense workers (One objective 
of attack would be to damage productive capac- 
ity—factories, water power, transportation and 
other public utilities.) 

Preparing Your Home against Atomic 

Attack. 

e Shelter possibilities in average homes, and 
how construction, materials and location deter- 
mine shelter needs. Also discussed are supplies 
and equipment householders should have on 
hand against atomic attack. 


Prices and Sources of FCDA Films 

Purchase: 16mm sound $17.50, silent $9.75, 

Headline edition $2.75; 8mm (silent only) 
$5.50, Headline edition $1.75; 35mm filmstrip 
$3; special edition 35mm safety stock prints for 
nontheatrical showings $60. Castle Films, Inc., 
1445 Park Ave., New York City 29; branches, 
542 S. Dearborn St., Chicago 5, Ill.; 7356 Mel- 
rose Ave., Los Angeles 46, Calif.; 287 Techwood 
Drive, N.W., Atlanta 3, Ga.; or phone your 
local Civil Defense headquarters or film libraries 
of audio-visual dealers. 


BUSINESS SCREEN 


MAGAZINE 


| 
‘ 
| | 
— 
FF 
: 
=e) 
d 


| 
! 


“NHERE’S LIGHT-HEARTED TOUCH 
» about the current series of Westinghouse 
Electric Corporation sales promotional- 
consumer motion pictures that belies their solid 
selling success and accounts for their wide- 
spread audience popularity. 

Eight recent pictures, all produced by Roland 
Reed Productions at Culver City, have that 
glossy professional look and theatrical appeal 
that spells immediate consumer appeal for sub- 
jects of this kind. In addition, they’re carefully 


cast with Hollywood name players and written . 


with a deft lightness that sells the goods without 
pushing. As a result, several of the pictures 
which were originally intended to move dealers 
and their salesmen into action, are actually mov- 
ing consumers into the stores. Audience totals 
from Modern Talking Picture Service, Inc. con- 
firm this consumer popularity. 

Every listed audience deemed suitable for 
these films by the distributor is likely to receive 
a colorful mailing piece which directs the book- 
ing request to the sponsor. In this case the dis- 
tributor serves as the sponsor’s own film 
department in handling the individual booking 
orders through a nationwide film exchange net- 
work. But the full impact of mail demand con- 


THe Bunpy Famity has become part of the 
Westinghouse sponsored film tradition. They're 
featured in this scene from a recent fan film ap- 
propriately titled “The Bundys Breeze Through.” 


stantly renews and stimulates the sponsor's own 
sales department into a realization of films’ 
value in product promotion. 

Typical pictures in the current series are Vera 
Has Her Way, featuring Sterling Holloway and 
Vera Vague; Dinner at Six, a consumer sales 
film on the °51 Westinghouse ranges; Summer 
Storm, on electric power distribution; The 
Bundys Breeze Through, promoting fan sales; 
Johnny Goes to the Cleaners, a sales field film on 
vacuum cleaners; This 1s the Way, another con- 
sumer film on the Westinghouse Laundromat 
and dryer; What's Cooking, a straight product 
film on °51 ranges; and The Refrigerator Line 
That Counts, another product-line film presenta- 
tion to dealers on the °5] refrigerators. 

Incidentally, Westinghouse film promotion 
extends into a very complete library of television 
commercials prepared especially for local dealer 
tie-ins by J. Gilbert Baird, sales promotion man- 
ager. There are 34 of these film spots available 
in both one-minute versions and 20-second 
“chain” breaks. These were produced by Roland 
Reed in New York City for closer liaison to 
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PROFESSIONAL PRODUCTION to insure good film results is exemplified in this studio scene during the 


making of a Westinghouse range promotion film. 


It's the Light Touch That SELLS 


CURRENT SERIES OF WESTINGHOUSE FILMS DELIVERS SALES PROSPECTS 


both agency and t.v. contacts involved. The 
star of a large majority of these is Betty Fur- 
ness, now strongly identified with Westinghouse 
products as a result of these commercials. 
Video audiences have also enjoyed the longer 
consumer-type pictures borrowed by _ stations. 
Westinghouse dealers and their sales results 


are the real factors in backing up this wide- 
spread consumer interest in the direct l6mm 
program. Alert, aggressive fellows have discov- 
ered the pulling power of these pictures with 
clever window projection displays and by show- 
room screenings which demonstrate the products 


and help clinch those vital sales. . 


Ir Takes 4 Lot or TALENT to make good pictures. Here’s the Roland Reed crew, talent, and West- 
inghouse representatives on the set of a Bundy film in production at the Culver City studios. 
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HISTORIES 


Technical animation explains process. 


Reading Knitting Machine Genesis 
Told in New DeFrenes’ Color Film 
* Solution of the problem of interestingly 
explaining the construction and operation 
of a 20-ton machine having 180,000 parts 
was the job of the DeFrenes Company of 
Philadelphia when the Textile Machine 
Works of Reading, Pa., engaged the pro- 
ducer to make a color film of the Reading 
Full Fashioned Knitting Machine. Utiliza- 
tion of animation did the trick, explaining 
the principle of loop formation, while 
shots of a be-stockinged model related the 
technical phases in terms of glamor. 

From yarn to finished stocking the 25- 
minute production depicts the development 
of the mechanical knitting machine out of 
the beginnings back in 1586 when, says 
legend, one Clergyman Lee turned inven- 
tor to give his beloved more time for 


romance. 

: The motion picture, premiered at the 
Knitting Arts Exhibition at Atlantic City, 
will be used not only for public relations 
but also as a teaching film for apprentices 
and students. 


Mechanized knitting was born in 1586. 
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Light on Tolerance 


“The Challenge” Wins First Award 
for Exposition on Civil Rights 


* The problem of racial and religious discrimi- 
nation is still with us. But only after thinking 
back twenty or thirty years ago can we realize 
the progress that has been made in eliminating 
a great deal of the challenge to our peoples’ 
guarantees of civil rights. 

Gone, for the most part, are the grossly cari- 
catured stage and movie actors representing 
minority groups. Restrictions on employment or 
the right to live or eat in “restricted” areas of 
establishments have- been widely eradicated in 
many parts of the country. 

But while a single citizen is denied any of his 
rights the shame to our nation can never be 
ended. And thousands of citizens are still denied 
fundamental rights. 

This is the challenge that faces us. It is 
splendidly portrayed in a new film, The Chal- 


HERMAN SremnKraus (left), former president of 
the U.S. Chamber of Commerce, and now head 
of Bridgeport Brass has a featured role in “The 
Challenge,” new anti-discrimination film. 


lenge, produced by Promotional Films Company 
for five leading organizations in the campaign 
to eliminate restrictive racial and religious prac- 
tices: American Jewish Committee, Anti-Defa- 
mation League, International Ladies Garment 
Workers Union, Jewish Labor Committee, and 
United Automobile, Aircraft and Agricultural 
Implement Workers of America. Besides the 
sponsoring groups, thirteen other organizations 
have officially endorsed the film, ranging from 
labor unions (AFL, CIO, Teachers) to religious 
associations (Friends, Congregational-Christian, 
Unitarian) and veterans’ groups. 


Winner of Cleveland Festival Award 


The 30 minute film report was awarded a 
prize at last month’s Cleveland Film Festival 
as the best picture in the adult education classifi- 
cation. This should not be constried as cate- 
gorizing it in the adult field exclusively, how- 
ever, for it will receive wide use in schools 
through distribution by March of Time Forum 
Films. 

The story of The Challenge involves a writer 
and photographer of a picture weekly who set 


— 


out to dramatize the report of the President’s 
Committee on Civil Rights. They find leaders in 
many types of endeavor taking active steps to 
stamp out discrimination: Presiding Bishop 
Sherrill of the Protestant Episcopal Church, Her- 
man Steinkraus, president of the Bridgeport 
Brass Company and former president of the 
U. S. Chamber of Commerce, William Green 
of the AFL and Philip Murray of the CIO ex- 
press their beliefs in the four essential rights: 
the right to safety and security of person; the 
right to citizenship and its practices; the right 
of freedom of conscience and expression; and 
the right of equality of opportunity as a measure 
of our progress as a nation. 


The Unending Fight for Equality 


But the writer and photographer also find a 
grave miscarriage of justice in the trial of the 
murderers of a Negro voter and restrictions in 
other fields of essential rights. 

Despite the progress that has been made, The 
Challenge should serve well in keeping the light 
of truth on the evil in our midst. ag 


New Seagram Picture Maintains 
High Level of Audience Interest 
Sponsor: Seagram-Distillers Corp. 


Title: /t Came of Age, 14 min., color, 
produced by Pathescope Productions. 


* The patroon and his family in old New 
York sat down to a groaning board re- 
plete with delicacies from all over the 
earth. Though luxurious for the time, 
father’s cheese might be moldy and junior 
might pull a worm from his chocolate. 
Certainly the variety and quality of food 
and drink was limited in comparison to 
our times. However, old Grandpa, a hearty 
type, was having a slug of gin in the 1600's 
that was just about the same stuff as his 
counterpart would imbibe in 1940. 

The point of this parallel, according to 
the new Seagram film, is that no distiller 
had ever improved gin, as a type of drink, 
until very recent years. 


Seagram’s Ancient Bottle, a pale yellow 
gin at a slightly premium price, was ready 
for production in 1941. Halted by mili- 
tary requirements for industrial alcohols 
during the war, the new gin hit the mar- 
ket in 1946 and has been a top seller ever 
since despite its radical departure from the 
traditionally colorless spirit. Scenes in the 
film show gin aging in wooden barrels—an 
innovation in the gin distilling process. 

It Came of Age is a sales promotion film 
for Seagram’s, but is non-commercial, re- 
gardless. A few Ancient Bottle containers 
are shown and a distillery with the Sea- 
gram name appears, but Seagrams is not 
mentioned. The intended audience is, first: 
the Seagram sales force; second: distribu- 
tors and their salesmen; third: retailers; 
and fourth: under some conditions to those 
audiences of the general public (largely 
men’s groups) “who admit to the enjoy- 
ment of a drink from time to time.” ee 
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Mary Bayless stars in “Clean Look” 


That “Clean Look” 


New Armour Color Film Has It 


* Rapidly becoming one of the most pro- | 


lific film sponsors is Armour and Company. 


been added to Armour’s library in the past 


| | More than a dozen new sound films have | | 
| 
| 


year, most of them destined for nationwide | 


| consumer showings through Modern Talk- 


| ing Picture Service, Inc., and Association 


| Films. 


rest, by Stanley Neal Productions. The 


product story is set in a quality framework | ~ 
| with plenty of audience interest and five | 


| leading ladies cast for eye appeal. But it 


is the color perfection of these Commercial | | 


| Kodachrome productions that is command- 
ing national attention. CBS Color Tele- 


vision has purchased a print of The Clean | 
| Look, for example, to test color transmis- |_| 


| sion fidelity; Eastman officials are also 


| said to consider it an outstanding example |_| 


| of color quality. 


The full stery of Armour’s successful | | 
program merits early coverage; distribu- | 


| tion totals for example are setting records, 


particularly among home economics classes. | 


| CoLor PerFEction is their goal. Producer 
| Stanley Neal (left background); Armour’s 


| film supervisor Chas. Shaw and Ralph E. 


| Whiting, ad manager oj the soap division. 
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Latest of these is The Clean Look, a 
| 30-minute picture on good grooming fea- | | 
| turing Dial soap and produced, like the | 


ECA Visual Package 


“More Productive Life for Everyone” 
Shows Technical Assistance Facts 


* As the eastward flow of dollars for financial 
aid to the friendly countries of Europe becomes 
slimmer, more emphasis is being given to the 
export of ideas and special productivity tech- 
niques which America has developed to a high 
degree. 

European teams of managers, technicians and 
labor specialists are coming here to find out 
in what ways our methods can help them pro- 
duce more. In two years over 150 teams, 3,000 
trained specialists have toured American fac- 
tories and taken back techniques which are now 
at work in their own plants and shops. More of 
Europe’s technicians will be coming every 
month. 


Technicians Bring Us Useful Ideas 


Not surprisingly, not all American systems 
are best; our visitors have left ideas and methods 
which have helped increase our productivity in 
many plants. 

This example of technical assistance to Mar- 
shall Plan countries is but one way the full 
program is operating. Many others are also 
described in a new film, A More Productive Life 
for Everyone, just completed (by Victor Kayfetz 
Productions) for the Technical Assistance Divi- 
sion of the Economic Cooperation Administra- 
tion. 

The 18-minute semi-animated color film de- 
scribes how technical books and trade magazines 
are provided; research and testing equipment 
loaned; products analyzed for design and per- 
formance; films on American industrial tech- 
niques and business methods are procured and 
prepared for foreign use; and in all 15 ways 
that the Technical Assistance Program is oper- 
ating to help our friends over the economic 
hump. 


Part of Integrated Visual Program 


The film is the core of a visual aids package 
(all produced by Victor Kayfetz) involving a 
color slidefilm, sixteen posters and a 48 page 
brochure. The intended audience, in its narrow- 
est sense, is the group of technicians now tour- 
ing American plants and those who will come 
in the future. It would seem, however, a wise 
move if a visual, understandable presentation 
such as this could be made available to Ameri- 
can industrial groups to show how and why they 
are being called on to share their hard won 
developments in industrial science and methods. 
In its present form, the film is perhaps too 
specialized for general or school audiences, but 
a different version could conceivably be pre- 
pared and offered if bipartisan endorsement was 
firm enough to avoid the stigma of political 
propaganda. At any rate, it would seem im- 
portant that taxpayers understand the program 
as well as only a film can explain it. 

The picture, itself, was produced on a rather 
tight budget, necessitating the producer to strive 
for effectiveness by ingenuity rather than ex- 
pense. Much of the animation and background 
was achieved by paper cut-outs. It’s a little 


A scene from the new ECA color picture. 


wordy, but this type of thing always makes little 
use of implication or innuendo. Good point: 
although cartoon films can be cute, many are 
overdone, show a steady procession of grisly 
or coy caricatures parading across the screen. 
This film’s artwork people actually look like 
human beings—a welcome relief. Rg 


Building of Huge Power Plant 
An Epic of Technical Progress 


Sponsor: Combustion Engineering-Super- 
heater, Inc. 


Title: New Power for America, 35 min., 
color, produced by Loucks & Norling 
Studios, Inc. 


* This looks like a big expensive picture 
and probably was. Three years in the mak- 
ing. it is complex, detailed and thorough. 
It presents long sequences of straight field 
photography showing the hundred and one 
jobs men are doing to build a power plant 
and also some of the best technical anima- 
tion that can be seen. 

It presents the problem of an expanding 
nation in need of constantly increased 
power facilities and shows what the utility 
industry is doing to meet the demand with 
new plants going up all over the country. 
It traces the technical progress made’ in 
power production over tie years resulting 
in more energy from less raw materials. 

For the bulk of its length, however, New 
Power for America shows the construction 
of one plant, as typical of much other new 
construction, at Sewaren, New Jersey, from 
bare earth to finished project. This sta- 
tion, of the Public Service Electric and Gas 
Company, is one of the largest and most 
efficient plants ever built. The film shows 
the various components—boilers, turbines, 
stacks, coil conveyors, transmission towers 
—being constructed and demonstrates how 
they operate by animation. 

New Power for America has been in dis- 
tribution for about a year. It has been 
much in demand by technical societies, 
utility companies and engineering schools. 
Requests should be addressed to the Public: 
ity Department, Combustion Engineering- 
Superheater, Inc., 200 Madison Avenue, 
New York 16. 
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1951 PRODUCTION REVIEW SUPPLEMENT 


NEW ENGLAND 


Dekko Propuctions, INc. 
126 Dartmouth Street 
Boston 16, Mass. 
Phone: KEnmore 6-2511 
Date of Organization: 1946 
Joseph Rothberg, President and Treasurer 
Jerry T. Ballantine, Vice President 
Herbert F. Lang, Studio Manager 
William Weisberg, Secretary 
Services: Complete 16mm production. services 
for education, science, industry and television. 
Facitities: Maurer 16mm camera and recording 
unit, magnetic recording, portable generator, 
sound studio, editing and projection rooms, 
creative staff. 

RECENT PRODUCTIONS AND SPONSORS 
Tradition and Tomorrow (Harvard Law School 
Association) ; Splicing Aerial Power Cable and 
Spinning Aerial Power Cable (Simplex Wire 
and Cable Co.):; /nvitation to Gracious Living 
(Bretton Woods Co.) ; Vocational Guidance for 
Basic Trades, and Radios and Electronics (Mas- 
sachusetts Trade Shops School Corp.); Watch 
"Em Roll (Wild & Stevens); Sales Report, 1950 
(Gillette Safety Razor Co.). 


MIDDLE ATLANTIC 


NEWMAN-SCHMIDT STUDIOS 
713 Penn Avenue 
Pittsburgh 22, Pa. 

Phone: GRant 1-5414 
Date of Organization: 1937 
Irving J. Newman, Partner 
Herman W. Schmidt, Partner 


Services: Motion pictures and sound slidefilms, 
principally for industrial sales and training, and 
for TV commercials. 
Facitities: Camera, lighting and sound record- 
ing equipment for studio and location; semi- 
automatic slidefilm camera of own design; 
processing facilities for color and black and 
white slidefilms; cutting and projection. 
RECENT PRODUCTIONS AND SPONSORS 
The Story of High Speed Tool and Die Steel 
(Latrobe Electric Steel Corp.) ; Ceramics for 
Electronic Use (Stupakoff Ceramic and Manu- 
facturing Co.). 


FARRELL AND Gace Fiims, INc. 
ll W. 42nd Street 
New York 18, N.Y. 
Phone: BRyant 9-6989 
Date of Organization: 1951 


Vicror Kayretz Propuctions, Inc. 
130 E. 56th Street 
New York 22, N.Y. 
Phone: MUrray Hill 8-1707 
Date of Organization: 1947 
Victor Kavyfetz, President, Executive Producer 
William L. Steinel, Art Director 
John D. Flanagan, Sales Manager 
Services: Motion pictures and slidefilms, spe- 
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cializing in slide-motion, slidefilms and_ slide 
presentations, 


Facitities: Finished art and photography de- 
partments, animation equipment including stand 
for 16mm and 35mm, creative staff, story board. 
RECENT PRODUCTIONS AND SPONSORS 
A More Productive Life for Everyone (Economic 
Cooperation Administration) ; Operation Weath- 
erproof (Insul-Mastic Corporation of America) ; 
Everyone Can Help Conquer Inflation (General 
Electric Co.) ; How Life Insurance Operates (In- 
stitute of Life Insurance); School Health To- 
day (National Tuberculosis Association); No 
Other Diaper Will Do (Associated Baby Serv- 
ices) ; Underwater Adventure (Marine Studios). 


KNICKERBOCKER Propuctions, INc. 
1600 Broadway 
New York 19, N.Y. 
Phone: Clrcle 6-9850 
Date of Organization: 1947 
OFFICERS AND DEPARTMENT HEADS 
Howard A. Lesser, President 
Thomas S. Dignan, Vice President 
Mary Morrissey, Secty-Treas. 
Marion Scatena, Asst. Secty. 
James Hanney, Production Manager 
Charles R. Senf, Edit. Chief 
David Piel, Slidefilm Mgr. 
Services: Production from original research to 
finished film; specialties: documentary educa- 
tional and public relations motion pictures and 
slidefilms. 
Factities: Production equipment, editing and 
slidefilm departments. 

RECENT PRODUCTIONS AND SPONSORS 
Junior Chamber of Commerce (U. S. Depart- 
ment of State); Marietta (John Hay Whitney) : 
The lowa Story (Mental Health Film Board) : 
Operation Bootstrap (U. S. Air Force) ; What's 
Behind a Rose (Rose Growers Assn.) ; Cooking 
Hygiene, Food for a Strong People and The 
Home Food Supply (American International 
Assn.): The Heart of New York (Salvation 
Army): New York Art Students’ League and 
Working through College (U. S. Army, Orien- 
tation Branch); Cost Reduction Engineering 
(Western Electric Co.) 


BerNarpb Livincston Propuctions 
3914 Washington Square South 
New York 12 
Phone: ALgonquin 4-5677 
Date of Organization: 1946 
OFFICERS 
Bernard Livingston, President 
Hilliard Livingston, Vice-President 
Dori Sarin Livingston, Secretary-Treasurer 
Services: Production of motion pictures. 
Factiities: Camera and sound equipment, truck. 
RECENT PRODUCTIONS AND SPONSORS 
Greentree Thoroughbred, John Hay Whitney; 
Race Riding, The Jockey Club of New York: The 
Jockey Club, The Jockey Club of New York: 
The Maryland Horse, Maryland Horse Breeders 
Association; Lacrosse, Johns Hopkins Univer- 
sity: and Horse Auction, Fassig-Tipton Co. 


Motion Picture Staces, Inc. 
3 East 57th Street 
New York City 22 
Phone: PLaza 3-4840 
Date of Organization: 1949 
C. F. Vetter, President 
Burgess Meredith, Vice President, 
Special Production Chief 
Barrett Gallagher, Vice President, 

Mac Kriendler, V.P. Martin L. Scott, Treas. 
Gerald Margolis, Secty. and Studio Mer. 
Services: Production of industrial, educational 

and documentary films. 


RECENT PRODUCTIONS AND SPONSORS 
Works of Calder (Museum of Modern Art, dis- 
tributor) ; Cornell in the Spring (Cornell Uni- 
versity); Introduction to Child Psychiatry 
(Council Child Development Center) : Adminis- 
tration of Projective Tests (City College N. Y.). 


Ventr-Davis, INc. 
152 E. 40th Street 
New York 16, N.Y. 
Phone: MUrray Hill 9-1684 
Date of Organization: 1951 
Merger of Tony Venti Studios and executive 
staff of Robert F. Davis Associates 

OFFICERS AND DEPARTMENT HEADS 
Robert Davis, President, Executive Producer 

Tony Venti, Vice Pres., Production Director 
Edward Venti, Secretary-Treasurer 

Albert Wasserman, Script Dept. Chief 

Wilbert Davis, Art Production Manager 
Services: Motion pictures, slidefilms, still pho- 
tography and graphic materials for commercial 
and educational application; specialties: train- 
ing, human relations and motivational media. 
Faciuities: Complete studio equipment for 
35mm and l6mm motion pictures and _ still 
photography; two stages, three art production 
studios, prop construction and carpentry shops, 
casting and dressing rooms, film editing, color 
film laboratory, still development and printing 
rooms. 

RECENT PRODUCTIONS AND SPONSORS 
What Do People Want?, Welcome to Penney 
(J. C. Penney Co.); Rural Government (U.S. 
Department of State); Ten Classroom Lecture 
Film Subjects (U.S. Navy, Office of Naval Re- 
search); Frontiers for CARE (The Advertising 


’ Council) ; R. F. Davis Associates films; Window 


and Interior Display (Bayer Division) ; Depart- 
mentalization (Bristol-Myers Co.); Promotion 
to the Professions (Schering Corp.); Front 
Office Courtesy and Fire Prevention (American 
Hotel Assn.) ; Merchandising Prescription Acces- 
sories (Becton-Dickinson Co.) . 


EAST CENTRAL 


Doane Propuctions 
514 Division Street 
East Lansing, Mich. 

Phone 85714 
Date of Incorporation: 1948 
Don Doane, Executive 


Services: Sales promotion and public relations 
with 16mm sound and color motion pictures; 
personalized service from script to screen. 

FaciLities: 16mm Cine Special and synchron- 
ous camera facilities; studio; synchronous port- 
able magnetic film recording; Maurer optical 
recording; portable lighting equipment with 
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variable transformers for accurate color con- 
trol; editing; color work, printing; interlock 
projection. 
RECENT PRODUCTIONS AND SPONSORS 

A Surgical Day at a Local Sanatorium (Michi- 
gan Tuberculosis Assn.); Skilled Hands (Baker 
Furniture, Inc.); Science Serves the Farmer 
(Michigan State College); Curves You Can 
Count On (Sealed Power Corp.) We 


Historical sequence in “West Virginia” film. 


Weirton Sponsors Colorful Story of 
West Virginia and Its Resources 

Sponsor: The Weirton Steel Company. 

Title: West Virginia and Its Natural Resources, 
32 minutes, sound and color, produced by 
Frederick K. Rockett Company. 

* Latest contribution to Americana by indus- 

try, Weirton Steel’s film story of the state of 

West Virginia serves a number of purposes be- 

sides promoting the company’s own public rela- 

tions. In these days of confused thinking at na- 
tional and international levels, an appeal to 
people’s pride in the achievement of their state 
is a wholesome endeavor. An overall portrayal 
of a state’s natural beauties, activities and po- 
tentials is given, plus a testimonial to the fruits 
of free enterprise, without the jumpiness of 
travelog or the tedium of technical lectures. The 
sponsor and the producer here obtain those 
results, for all-American audiences, by concen- 
tration upon the people and their interests. 
Color—from the autumnal hills and the Bes- 
semer-lit horizon—introduces the picture, which 
quickly moves on to the pulsation of industries 
for a moment and back to Colonial days—Elisha 
Brooks drawing salt from brine pools in 1797 
and the discovery of natural gas and petroleum 
by salt brine drillers. The development of water 
resources is protected by anti-pollution plants; 
natural gas production is linked to kitchen, lab- 
oratory, glass blowing; oil wells are sunk. 
With West Virginia producing more bitumi- 
nous coal than any other state, film attention is 
given to the men in the mines, Bureau of Mines 
experiments, the use of coal for steel, electricity 
and locomotive power production. Then there 

are the lumber manufactures, agriculture, a 

roll call of cities, the color spectacle of rivers 

of molten steel in the several Weirton mills. 
The personal element is always foremost. 

Audiences will remember the words “Montani 

Semper Liberi” on the Great Seal of the State 

of West Virginia—mountaineers are always free. 
For free loan address Bureau of Mines, 

Graphic Services Section, 4800 Forbes St., Pitts- 

burgh 13, Pennsylvania. ian 
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Closed Circuit Video Serves Industry 


AN EXPENSIVE TOOL BEGINS TO PROVE ITS BUSINESS AND MEDICAL WORTH 


HEN neighbors in the United Nations 

building down the river began to com- 

plain about smoke from Consolidated 
Edison’s big four-stack power plant, steps were 
taken to eliminate the smoke as much as pos- 
sible. A lot of New York’s power must neces- 
sarily come from burning coal, but Con Ed 
discovered that a system of controls depending 
on wind and atmospheric conditions could elim- 
inate most of the nuisance at slight loss in effi- 
ciency. 

The man who turns the wheels sits in the 
heart of the big plant, but his best criterion 
for regulating the burners was found to be how 
the smoke stacks actually looked from the out- 
side. If they start spewing soot all over the 
U. N. he kicks a lever and stops it. Well, since 
he can’t spend all his time running outside to 
watch the stacks, Con Ed got him a television 
set. It shows only one program—those four 
stacks—but that’s how Con Ed and the U. N. 
remain on friendlier terms. 

This is one example of how industrial tele- 
vision works. Anyone with a good imagination 
could sit down and dream up a hundred other 
ways TV can be used industrially, but the sur- 
prising thing is that few installations have ac- 
tually been made. Principal drawback is the 
cost. A “simple chain” (which means camera, 
power unit and monitor) for closed circuit oper- 
ation costs about $8,500 for black and white 
and $25,000 for color. In addition, each in- 
stallation is more or less custom tailored, adding 
further to the expense. (For instance, Consoli- 
dated Edison’s Vericon set up has a photoelec- 
trically controlled automatic lens diaphragm so 
the exposure will be exact without manual ad- 
justment at all hours.) 

The only thing that can bring the cost down 
is volume production. Yet volume production 
depends on a unit inexpensive enough to sell 
in quality. But as the chicken and the egg solved 
that problem, so will industry in the near future. 

There are four companies putting out indus- 
trial television sets: Diamond Power, Du Mont, 
RCA and Remington Rand. In black and white, 
Du Mont, RCA’s Vidicon and Remington Rand’s 
Vericon are comparable in cost and quality. 
Diamond Power’s Utiloscope is a much simpler 


Remincton Ranp’s “VeRicon” camera is light 
and portable, needs no specially trained operator. 


device, much less expensive, but lacking defini- 
tion for many requirements. (Con Ed uses some 
for remote meter reading.) Remington Rand 
also produces the first industrial color TV unit, 
the Vericolor, developed in conjunction with 
the Columbia Broadcasting System and using 
CBS's field sequential system. 

Here are some ways industrial TV can be 
used: monitoring traffic or bridges and tunnels 
with traffic control regulated from a master 
panel; records control whereby anyone in a 
building can inspect material in the central files 
by viewing on a receiver while a clerk places a 
paper before the camera—this could even be 
done automatically if further developed; view- 
ing hazardous operations—such as radio-active 
work, de-fusing bombs, etc., and many others. 

Department stores were quick to exploit closed 
circuit television in one form or another for re- 
tail merchandising—principally for its publicity 
value as a new gimmick. New England’s largest 
store, Jordan Marsh, in Boston, is, however, 
about to embark on a full scale program of 
intra-store color television using the Vericolor 
system. This will involve producing shows for 
broadcasting through 25 or more receivers in- 
stalled throughout the store, and also hooking 
in on regular color TV broadcasts from local 
stations when and if they become available. 

Principal use thus far, however, is in educa- 
tion. The Navy uses a television system for 
teaching aircraft engine maintenance. Many 
hospitals have TV units for surgery instruction. 
For the latter use Remington Rand’s Vericolor 
is particularly useful—some ten units have been 
delivered or are on order for such medical 
schools as the University of Kansas or the Uni- 
versity of Chicago. The University of Pennsyl- 
vania’s Dr. Robin C. Buerki, vice president in 
charge of medical affairs, has said “Our many 
experiments with color television show that the 
skills of the greatest teachers can now be viewed 
close up by large numbers of students at one 
time. For example, students gain invaluable 
knowledge by observing how a surgeon over- 
comes an unexpected obstacle or emergency as 
it arises. I see no reason why other fields of 
education cannot gain equal benefits from this 
powerful new means of communication.” & 


MepicaL Epucation and research finds impor- 
tant uses for the Vericon camera during surgery. 
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NATIONAL AUDIO-VISUAL CONVENTION 


Audio-Visual Dealers Join With Consumer Groups to Attract 2,000 


Visitors to Annual Chicago Meetings and Record NAVA Trade Show 


HE BUSINESS FORCES responsible for 
T= manufacture and distribution of audio- 

visual tools and equipment and their use 
in communication, education, and training 
throughout the United States and Canada came 
together in the closing dates of July for the 
annual National Audio-Visual Convention held 
at Chicago’s Hotel Sherman. 

Joined with the National Audio-Visual Asso- 
ciation, whose membership is primarily com- 
posed of local and regional dealers and dis- 
tributors of these products, were the member- 
ships of four co-sponsoring organizations repre- 
senting consumers and users of audio-visual 
materials. The Educational Film Library Asso- 
ciation held its Eighth Annual Conference July 
26-28; the Fourth Annual Meeting of the Film 
Council of America took place on July 28 and 
29; the Midwest Forum on Audio-Visual Aids 
met on July 27; and members of the Industrial 
Audio-Visual Association, representing business 
users of films, took part in the convention for 
the first time with a special all-day meeting on 
July 30. A special meeting of the Association 
of State School Audio-Visual Officers was an- 
other convention event on July 26-27. 


2,000 Attend Convention and Trade Show 


Nearly 2,000 persons were the estimated at- 


tendance for all meetings; & 


manufacturers 
of equipment, producers of films and other 
materials, and related products participated in 
the largest Trade Show ever sponsored by the 
National Audio-Visual Association. The NAVA 
meetings accounted for approximately 1300 
persons of the total attending. 

J. K. Lilley of Harrisburg, Pa. was elected 
president of NAVA for the 1951-52 year ahead, 


InstTiITUTE CHAIRMAN John J. Dostal 
(right) receives appreciative hand- 
shake from NAVA’s Don White fol- 


lowing report to the convention. 


succeeding the organization’s first woman presi- 
dent, Hazel Calhoun Sherrill of Atlanta, Ga. 
First vice-president is a veteran NAVA found- 
ing member, Jasper Ewing of Jackson, Miss. 
John Gunstream “of Dallas, Texas, is the new 
second vice-president; Carroll Hadden, Louis- 
ville, Ky., secretary; and Jack Lewis, Wichita, 
Kan., treasurer. Frank Vydra, of Vydra Visual, 
Chicago and Norman Grimm, president of 
Grimm-Williams, Little Rock, Ark., were elected 
to fill two vacancies on the Board of Directors. 


Nate Golden Speaks on Defense Program 


General sessions of the NAVA Convention 
were addressed by Nathan D. Golden, director 
of the Motion Picture-Photographic Products 


Navy TRAINING aids were the subject 
of a dynamic convention program given 
by Commander Robert A.:Noe of the 
Navy's Special Devices Center. 


Division of the National Production Authority ; 
by Clarence A. Peters, director of the National 
Conference of Christians and Jews; by Com- 
mander Robert E. Noe of the Navy’s Special 
Devices Center, Port Washington, N. Y., who 
presented a special demonstration of Navy 
training devices applicable to public education; 
and by Genaro A. Florez, president of Florez, 
Inc., Detroit, who conducted a special seminar 
“Visual Dynamics-1951” in which the full audi- 
ence actively participated in the utilization of 
numerous audio and visual aids. 


Annual Projects Reported to Members 


Special reports to the convention on two 
annual projects highlighted other phases of the 
general sessions. A progress report of the highly 
successful National Institute for Audio-Visual 
Selling held for the third year in cooperation 


Retminc Nava Presivent Hazel Cal- 
houn Sherrill hands the gavel of her 
office ‘to J. K. Lilley, president-elect. 


with Indiana University was presented by John 
J. Dostal, chairman of the Board of Governors 
for the 1951 Institute. In three years, 168 per- 
sons have been given certificates of recognition 
for successful completion of short courses in 
business management, salesmanship, film _li- 
brary management, and sales management. 


Legislative Program Gets Results 
The chairman of NAVA’s National Educa- 
tion Committee, Dennis R. Williams, of En- 
cyclopaedia Britannica Films, summarized the 
promotion of legislation at local state and na- 


NaTIONAL EpucatTion COMMITTEE 
chairman Dennis R. Williams pre- 
sented a review of state legislative 


promotion at a general session. 
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tional levels to increase appropriations for 
audio-visual development. This consistent effort 
has shown results in Alabama, Oklahoma, Ar- 
kansas, North Carolina, and New Jersey. 

In a special ceremony, more than 25 persons 
who are manufacturers, suppliers or dealers 
were presented honorary NAVA membership 
emblems for their active encouragement in 
securing new members. The 1951 membership 
of the National Audio-Visual Association now 
includes 401 dealer members and 128 advisory 
members. 


Business Film Sponsors Hold Meetings 


A new program event of unusual significance 
to dealers and manufacturers of equipment took 
place on July 30 when members of the Industrial 
Audio-Visual Association joined with NAVA 
members in discussing common problems of 
local maintenance, service to industry, and busi- 
ness purchases of equipment and accessories. 
O. H. Coelln, Jr., representing LAVA, was spe- 
cial program chairman for that organization’s 
first participation in the national convention. A 


Ovpest MemBer Jasper Ewing of Jack- 
son, Miss., is pictured above with 
“youngest member” Luther Selj of 
Nashville, Tennessee. 


lively open) discussion of common pioblems pre- 
ceded special demonstrations arranged for these 
business film sponsors. 

Chairman of the general convention commit- 
tee responsible for the NAVA program was 
Milton Stark, Baltimore, Md.; Maxwell Sroge, 
sales promotion manager of Bell & Howell, was 
chairman of the convention publicity committee. 

An integral part of the NAVA Convention 
activities were the annual sales meetings of key 
manufacturers. Sales personnel of the Ampro 
Corporation, Bell & Howell, DeVry Corporation, 
RCA Visual Products, and Victor Animatograph 
were among those attending sales conferences 
and invitational dinners of their organizations. 

Social festivities were climaxed on Monday 
evening, July 30, by the annual convention party 
sponsored by Radiant Manufacturing Corpora- 
tion. This year’s “Frontier Nights” program 
was no exception to the traditional merriment 
of that gala annual NAVA social event. a 
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NATIONAL Aupto-VisuaL AssociaTION Orricers for the 1951-52 year ahead were presented at the 
association's annual convention in Chicago July 28 to 31. Shown above (left to right) are Carroll 
Hadden, Louisville, Ky., secretary; John Gunstream, Dallas, Texas, second vice-president; J. K. 
Lilley, Harrisburg, Pa., president; Jasper Ewing, Jackson, Miss., vice-president; and Jack Lewis, 
Wichita, Kan., newly-elected treasurer. (All photos on these pages by Alden D. Lep.ey Studios) 


Nava Directors anp OTHER OFFICERS pictured above (front row, left to right) include Hazel Cal- 
houn Sherrill, past-president; Carroll Hadden, new secretary; John Gunstream, new vice-presi- 
dent; Ken Lilley, president-elect; Jasper Ewing, one of the founding members and new first vice- 
president; Jack Lewis, new treasurer; and E. E. “Jack” Carter, past president. Back row (1 to r) 
are Marvin Melnyk, Winnipeg, Canada; Herschel Smith, regional director; Alan Twyman, direc- 
tor-at-large; Don White, executive vice-president of NAVA; Milton Stark, chairman of the conven- 
tion program; John Moore, regional director; and Ainslie Davis, regional director . 


Social highlight of the convention: annual NAVA Ladies Tea was well attended. 
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Film Council of America Holds 
Fourth Annual Meeting July 28-29 


* The American public’s interest in modern 
a-v communication tools was restated as the 
goal of the Film Council of America at the 
fourth annual meeting of that organization on 
July 28-29. President Irving C. Boerlin wel- 
comed delegates and visitors from the U. S. 
and Canada. 

Presently reorganizing under terms of a grant 


from the Fund for Adult Education of the Ford 


Presipent Forp Lemier, newly-elected chie{ 
executive of the Educational Film Library As- 
sociation (left) is shown with Walter Colmes, 
president of Encylopaedia Britannica Films, fol- 
lowing the latter's challenging address at 
EFLA’s Eighth Annual Conference on July 28. 


Educational Film Library Association 
Holds Eighth Annual Conference 


* The Eighth Annual Conference of the Edu- 
cational Film Library Association, which led 
off the National Audio-Visual Convention, was 
“Resolving Conflicts Through Effective Com- 
munication.” Dr. Arthur Moehlman of the Uni- 
versity of Iowa developed this theme in his 
address “Human Fission More Dangerous Than 
Atomic Fission” delivered at EFLA’s first gen- 
eral session on Thursday, July 26. Clyde Miller, 
director of Audio-Visual Education, Ohio De- 
partment of Education and Charles F. Schuller, 
assistant director, Bureau of Visual Instruction, 
University of Wisconsin, were co-chairmen of 
the EFLA program committee. 

Ford Lemler, in charge of audio-visual aids at 
the University of Michigan, was elected presi- 
dent of ELFA for 1951-52; Mary Huber of the 
Enoch Pratt Free Library, Baltimore, Md., is 
the new vice-president; Edward T. Schofield, 
retiring president, was elected secretary and re- 
elected to the board of directors. James W. 
Brown of the University of Washington is an- 
other newly-elected director. 

Dr. Harold Lasswell, Yale University, was a 
featured speaker on “Communication and World 
_ Affairs” at the July 27 general session and 

Walter Colmes, president of Encyclopaedia 
Britannica Films, delivered a challenging ad- 
dress at the closing general session on July 28 
on the topic of “The Promise of Better Instruc- 
tional Films.” Mr. Colmes called for the crea- 
tion of a code of production to govern those 
making instructional films for classroom use. 

A feature of the EFLA proceedings was the 
regular screening of new classroom and general 
interest films ready for fall school release. 

A special EFCA evening screening session was 
held under the chairmanship of Dr. Walter A. 
Wittich of the University of Wisconsin. 

An informative series of eight sectional meet- 
ings including such subjects as educational tele- 
vision, censorship, programming, film library 
mechanics, and film utilization maintained the 
high standards of idea and information ex- 
change which has characterized annual EFLA 
gatherings here and elsewhere. R 
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Minnesota’s Councit chairman, Tom 
Hope, presented the sound slidefilm program 


produced by the Minnesota Community Council. 


Nava ApvisorY MEMBERS and their wives at one 
of the convention’s frequent social interludes. 
Left to right are William Garvey, president of 
the Society for Visual Education, Inc., and Mrs. 
Garvey; Jack Kennan, SVE’s vice-president; 
Mrs. Adolph Wertheimer; Adolph Wertheimer, 
vice-president of the Radiant Manufacturing 
Corporation; and Mrs. Kennan. 


Foundation, FCA delegates discussed a new 
constitution; witnessed the presentation of the 
1951 C. R. Reagan Award for effective film pro- 
gram to the Los Angeles Film Council; and 
heard an address “Moving Ahead” by Floyde 
E. Brooker, chairman of the Board of Trustees. 
Glen Burch, former secretary, also spoke. 

Tom Hope, chairman of the Minnesota Com- 
munity Council Committee, presented a sound 
slidefilm on the formation of film councils. Rob- 
ert J. Blakely of the Fund for Adult Education 
told of the aims of that group. a 


DeLecaTes ATTENDING the second annual conference of State School A-V. Officers shown below are 
(front row, l. to r.) James McPherson, secretary- treasurer, Washington, D. C.; Ward Bowen, direc- 
tor, New York; Richard Brower, past-president, Minnesota; Earl Cross, president-elect, Oklahoma; 
and Henry Durr, vice-president, Virginia, (Second row, l. to r.) George Ormsby, California; George 
Gallipeau, Rhode Island; Jose Leavitt, Puerto Rico; Seerly Reid, Washington, D. C.; James Taylor, 
Nebraska; Clyde Miller, Ohio. (Third row, |. to r.) Garland Beavers, Arkansas; W. D. R. Stovall, 
Mississippi; Hugh Proctor, Texas; Leroy Ortgiesen, Nebraska; K. C. Rugg, Indiana; and John 


Hansen, State of Washington. 
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Spirit of Optimism and Fellowship | 
Prevails Throughout Convention 


* Fortified by the knowledge that individual 
members, producers, and manufacturers have 
made tremendous strides in these recent, trying 
days, a general spirit of good fellowship and an 
optimistic view of fall and winter business con- 


Nava Frienps Meet (left to right, above) John 
J. Dostal, RCA; Bernard Cousino, past-presi- 
dent NAVA; John Gunstream, new vice-presi- 
dent; Carol Cousino; Mrs, Cousino; and Ralph. 


ditions ahead prevailed throughout the recently 
concluded National Audio-Visual Convention. 

Technical progress was exemplified by the 
present competitive drive toward perfection of 
new magnetic-type 16mm sound projectors by 
at least four well-known equipment manufactur- 
ers and by numerous other technical projection 


Business MEETING aT Nava with (1. to r.) O. H. 
Coelln, publisher of Bustness Screen; Wells 
Alexander, Atlanta dealer; Kern Moyse, presi- 
dent of Peerless Film Processing; and Robert 


Oakes, National Association of Manujacturers. 


and accessory improvements. Perfection of color 
and content techniques in recent films, the 
enormous number of 16mm sound projectors 
now working in the field, improved local dealer 
facilities and showrooms—all these were factors 
of growth. But the realization of widespread 
U. S. interest in audio-visual techniques for 
business, education, and religious fields was a 
key factor in motivating industry optimism. 9 


NUMBER 5 * VOLUME 12 * 1951 


SPONSORS AND DISTRIBUTORS MEET AT MODERN’S PENTHOUSE BUFFET 


Unper THE Stars and around the table are 
Armour’s Ed Heckler, R. B. Hogan, Krajt Foods, 
both experienced film users shown with Carl 
Lenz (extreme right) of Modern. 


Autuorities Cuat as John Flory, East- 
man Kodak's nontheatrical film advisor (left) 
dines with Clyde Arnspiger, vice-president of 
Enclyclopaedia Britannica Films. 


Tuts Gata Group includes (left to right) Mr. 
Heckler, Calla MacLellan, Modern’s Chicago 
supervisor; and Bill MacCallum, Modern vice- 
president in charge of West Coast distribution. 


Swirt’s Curer W. M. Batstable and Mrs. 
Batstable (left); Wilding’s Jerry Diebold; EB 
Films Joe Dickman and Modern’s t.v. chief, 
Dick Ritenour (standing in background). 


Regional Exchange Managers Attend Annual Meetings 


* Heads of the 27 regional exchange offices 
which comprise the national 16mm film distribu- 
tion network of Modern Talking Picture Service, 
Inc.,, attended the national conference held by 
that organization held prior to the NAVA Con- 
vention at Chicago’s Hotel Sherman. The confer- 
ence program was arranged by George Linehan 
of Modern’s N. Y. headquarters office. 
Improvements in distribution technique, film 


programming and promotion, office systems and 
other developments to handle a constantly in- 
creasing volume of sponsored film audiences 
were the principal topics of discussion. William 
MacCallum, vice-president of Modern, presided. 
Richard Hough, midwestern manager; Carl 
Lenz, eastern regional manager; and representa- 
tive of the headquarters office also conducted 
various phases of the annual meeting. a 


Sponsored film distribution was the key topicat Modern’s national manager meeting. 
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Audio-Visual Equipment Review 


BUSINESS SCREEN’S CONDUCTED TOUR OF THE NAVA TRADE SHOW 
FEATURING NEW PRODUCTS AND FORECASTS OF FORTY EXHIBITORS 


cago’s Hotel Sherman filled both the Grand 

Ballroom and the Exhibition Hall as 84 
audio-visual equipment manufacturers, film pro- 
ducers, and publishers participated in a record- 
breaking display of new products and recent 
materials. Optimism about the immediate sales 
future was general. 

Contributing to that optimism was a number 
of factors. Exhibitors had many products to 
present, and delegates responded with interest 
evident in the crowds at the booths. Manufac- 
turers’ representatives had come knowing their 
books were showing business to be good—not 
“scare buying”—and orders placed at the Show 
pointed to sales volume this Fall better than a 
year ago. That was consensus forecasting. De- 
liveries have been restored to normal or even 
better, for the most part. And exhibitors were 
lavish with compliments for those who had 
had charge of arrangements. 

Following are on-the-spot highlights of new 
and projected equipment products, delivery 
status, and comments on business present and 
future by those in charge of booths, or other 
company representatives: 


fie 1951 NAVA TRADE SHOW at Chi- 


Apmatic Prosecror Co., 800 Davis St., Evan- 
ston, IL: 
* Shown were the ADmatic automatic slide 
projector complete cabinet unit for store and 
dealer display room advertising and the AD- 
master automatic color-and-action display for 
point-of-sale. The ADmatic in a cabinet 21” x 
16” x 1514” carries 6 to 18 pictures (8" x 10”) 
or messages. The ADmatic has a screen size 16" 
x 23” in a portable cabinet (two sections) 
5-6 high x 28” x 18”. The slide dise holds 
30 standard 2” x 2” double frame 35mm slides 
in glass mounts. M. M. Mummert was in charge 


of the exhibit. 


American Opticat Co., Box A, Buffalo 15, 
N.Y.: 

* American Optical, with an exhibit of still 
projectors, is making immediate delivery of its 
products, according to R. W. Schmader, who 
said the company is anticipating “a big Fall 
business,” indicated by dealers’ orders—and 
these are not advance orders.” John J. Host 
headed the exhibitor staff. 


Ampro Corp., 2835 No. Western Ave., Chi- 
cago 18, LIL: 

* A new l6mm magnetic sound on film projec- 
tor, the Ampro-Tape Recorder Model 731 and a 
continuous playing attachment for tape-recorded 
24-minute messages, for use in such areas as 
supermarkets, were matched in interest by the 
attentions to the brochure-manual, “Selling 
Ideas,” Ampro’s exclusive and original-idea sales 
tool for dealers, according to Howard Marx, vice 
president in charge of sales. 

The recorder weighs 17 pounds, measures 
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8” x 11” x 12", permits slow-speed double-track 
recording, has a 5" x 7” speaker and external 
speaker outlet. The price is $119.75 complete, 
with microphone and cable, radio speaker at- 
tachment cord, plastic takeup reel and case. 

Deliveries are “good,” said Marx, who pre- 
dicted the Fall will bring the “biggest selling 
period of any year,” in the light of dealers’ 
orders and reports. 


Aup1o-MAster Corp., 341 Madison Ave., New 
York City 17: 

* Introduced was the Tape-Master player, for 
playback of magnetic recordings: Model TM-1 
with pre-amplifier only, $69.50, and TM 1-A 
with amplifier and speaker, $89.50. Also fea- 
tured were the Audio-Master 51, for record and 
transcription playback, $69.50; Magiscope 
35mm filmstrip projector, $26.50; three-speed 
portable electric phonographs; and the Earphone 
Aggregate (distributor) Box, equipped with 10 
jacks, 10-foot extension cord and master volume 
control, $9.65. 


Bauscu anp Lome Oprticar Co., 635 St. Paul 
St., Rochester 2, N.Y.: 

* The Super-Cinephor 16mm motion picture 
lens, of the same quality as that for large 
theatres, is the latest product from the company. 
On the {/1.6, 2” lens delivery is “fairly satisfac- 
tory,” according to A. E. Fischer; on the 2.50, 
3, 3.50 and 4.00, “a bit uncertain.” “General 
business is very good,” he added, “and it looks 
better for Fall.” 


Beckiey-Carpy Co., 1632 Indiana Ave., Chi- 
cago 16, IIL: 

* Supertex darkening shades and arresters, for 

visual education rooms, lecture halls, audi- 

toriums, science laboratories, dark rooms, op- 

erating and x-ray rooms, were on display, with 

chalkboards and easels and bulletin boards. R. H. 


Howard was in charge. 


Bet Howewt Co., 7100 McCormick Rd., 
Chicago 45, IIL: 
* Among the featured products in the many- 
faceted Bell and Howell exhibit was the Filmoarc 
l6mm projector, with amplifier and rectifier 
completely housed in a streamlined case and 
with Orchestricon speaker. The high-intensity 
electric arc is held to a uniform gap by the 
motor-driven carbon feed. Also available are 
the Filmosound 185 series of 16mm projectors, 
with “Little Orchestricon” 15-inch speaker, and 
B & H 2-inch £/1.6 Super Proval lens, and the 
Diplomat. Cameras for l6mm included the Auto 
Master with its Swifturn 3-lens turret, and the 
Auto Load. The Foton double-frame 35mm 
automatic still camera has 11 shutter speeds. A 
new magnetic tape model l6mm sound pro- 
jector with new features is impending. 


Besever Co., 60 Badger Ave., New- 

ark 8, N.J.: 
* “We are shortly introducing some brand new 
ideas in the overhead projector and opaque 
projector fields,” H. Herbert Myers said. De- 
liveries on current equipment are on a two to 
three weeks basis, including the Vu-Lyte opaque 
projector and the Vu-Graph series of overhead 
equipment; the Standard, Master X-Ray and 
Master Vu-Graph, for audiences in business, in- 
dustry and education. A standard slide attach- 
ment also is available. 

“Our business in the first half of this year 
more than equaled the entire 1950 volume,” 
Myers declared. “An excellent Fall is ahead.” 


Brush DevetopmMent Co., 3405 Perkins Ave., 

Cleveland 14, Ohio: 
* Pilot tests have been completed on the 
Soundmirror portable magnetic tape recorder 
with RCA speaker. Model BK-443-P, recording 
for 30 minutes, measures 9%,” x 1414” x 
16 3/16", weighs 32 pounds and sells for 
$279.50; Model BK-443-PS, 60 minutes, $289.50. 
Thirty-day delivery is promised on these new 
products. 

Another new contribution from Brush is 
“Magic Ribbon” precision tape, paper or plastic, 
for magnetic recorders using '4-inch tape. 


Cauirone Corp., 1041 No, Sycamore, Holly- 
wood 38, Calif.: 

* New from the Lindberg Instrument Co. for 
Califone’s 1952 line is the Fluid Sound Pickup 
Cartridge, perfected after five years of research 
in applying the principles of fluid-damping and 
fluid-coupling to the reproduction of disc record 
sound. The precision instrument consists of an 
actuating arm to which the sapphire-pointed 
stylus is affixed; a plastic body containing three 
cells filled with an electrolytic, non-toxic, con- 
ducting fluid, and a rubber diaphragm. Direct 
current flows through the three cells in series 
and is modulated by the record track oscilla- 
tions. The current modulations cause an output 
voltage to appear on the center cell electrode 
and this voltage is fed in the usual manner to 
any audio amplifier. Needle-record contact is 
us:d only to modulate the externally-supplied 
D.C. voltage. Three different points are supplied 
to accommodate variations in groove width: 
Model D-1-T with universal point, D-1-3 for 
standard 78 RPM and D-1-1 for 331% and 
45 RPM. 


ComMeERCcIAL Picture Equipment, INc., 1567 
W. Huron St., Chicago 22, IL: 
* Modernized and otherwise improved, the 
FastFold projection screen is again available. 
The screen surface is made of pure gum rubber, 
washable, fungus resistant, and wrinkle-free 
when stretched on the aluminum frame. The 
carrying cases are approximately 3 feet long. 
Bob Hall presided at the booth. A new projector 
stand, available at low cost, was another feature 


of this NAVA exhibit. 


Comreco Corp., 2251 W. St. Paul Ave., Chi- 
eago 47, IL: 

* Hal Fischer had charge of the booth at which 

the Compco all-steel film reels and cans for 


(CONTINUED ON PAGE THIRTY-SIX) 
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SHOWS PRACTICAL ATOMIC BOMB DEFENSE 
FOR PLANTS AND PERSONNEL 


— How to protect your people and your property 
— How to build up a plant-wide defense program 
— How and where to make shelters 

— How to select your Chief Warden 

— How to recruit a Defense Corps 

— How to set up a central control room 

— How to set up a first aid room 

— How to safeguard your important records 


— What to do RIGHT NOW against the possibility of 
atomic attack 


AUTHENTIC —THOROUGH — filmed with the help of 
THE RESEARCH INSTITUTE OF AMERICA 


FEATURING 


HANSON w BALDWIN 


Military Affairs expert for The New York Times, Pulitzer Prize 
winner for his reporting in World War II. Recognized by the 
newspaper world as the best military analyst in the country: “The 
man the admir~-'s and the generals salute... He knows more 
about what the General Staff is thinking than anyone on the Staff.” 


TARGET: U.S.A. is based on studies made by the National 
Security Resources Board. It was filmed by the makers of 
PATTERN FOR SURVIVAL (see below), with the complete 
cooperation of The Research Institute of America. It uses live action, 
animation, graphs, charts and other techniques to cover your 
defense problems in dramatic terms. It can save lives and 

property in factories, office buildings, hotels, hospitals, railroad 
installations . . . any establishment where many people work or live. 


Distributed exclusively by 


SHOW THIS URGENT FILM AS SOON AS YOU CAN 


Ge: in touch with your film dealer right now. For more 
information, write to CornellFilm Company today. 


Available in 16mm sound, both in full color and 


black-and-white. 2 reels. 
Running time, approximately 20 minutes. 


Another Cornell Film production 
PATTERN FOR SURVIVAL 


A Documentary Film That Dromatizes Personal Defense 
Against Atomic Attack 

For homes, schools, and for the individual wherever 
he may be during an attack. Includes educational 
material on the atomic bomb. Both films together 
cover practically all angles of civilian A-bomb de- 
fense. Combined running time of both impertant 
films is less than one hour, 


Cornell Film Company. 1501 Broadway, New York 18, N.Y. 
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Fall Audio-Visual Equipment Review: 


(CONTINUED FROM PRECEDING PAGE THIRTY-FOUR ) 


l6mm and 8mm projectors were exhibited. A 
new and exclusive easy-threading device has 
been added to the Compco Amateur reels to in- 
sure speedy and positive film catch on the reel 


hub. 


Crestwoopo Recorper Corp., 221 No. LaSalle 
St., Chicago 1, IIL: 

* The Magictape two-channel recorder, weighing 
25 pounds and measuring 18” x 1214” x 934”, 
has three controls, is self-erasing, records or 
plays continuously and has output jacks permit- 
ting playing through public address systems, 
high fidelity radio amplifiers or auxiliary speak- 
ers. H. H. Hanlon had charge of the booth. 


Da-Lire Screen Co., Inc., 2711 No. Pulaski 

Rd., Chicago 39, IIL: 
* The new improved HILO Screen is a com- 
bination tripod mounted unit with special device 
permitting removal of case and fabric for wall 
and ceiling use. The case may be removed from 
the tripod in 5 seconds. The HILO is available 
with the Crystal-Beaded or Mat White surface, 
has a patented all-metal octagon case with “No- 
Rub” flat back, and the screen weight is evenly 
distributed on wide-spreading legs. Square sizes 
50”, 60” and 70” automatically adjust to 37” 
x 50”, 45” x 60” and 52” x 70”. The case can 
be adjusted to within 84%" to 5314” from the 
floor, depending upon screen size. Prices are 
$32.25, $46.75 and $54. 

The Picture King screen, with the V-4 beaded 
surface, comes in nine sizes, from 37” x 50” 


to 72” x 96”. 


De Corp., L111 Armitage Ave., Chicago, 

14, TIL: 

* The De Vry Armed Forces 16mm _ projector, 
culmination of a research project which began 
in 1944 with the awarding of a contract to de- 
velop a portable sound product to withstand 
adverse weather conditions, was the highlight 
of the company exhibit presided over by C. R. 
Crakes. The three portable components include 
projector, 20-watt amplifier and 25-watt loud- 
speaker. For video film presentation, the projec- 
tor and its soundhead are mounted on a perma- 
nent stand and powered by a synchronous mo- 
tor. Other highlights have been published in 
earlier issues of BusINEss SCREEN. 

In the low-price field the company has brought 
out the DeVrylite for 16mm sound-silent pro- 
jector which with amplifier, and a small screen 
sells for $369. It weighs less than 28 pounds, 
has a pre-focused projection lamp, loop-setter 
for non-stop shows, new type photo cell, direct 
sound scanning, sharp response vertical slit lens 
and Kinetic sound stabilizing. 


DuKane Corporation, St. Charles, Illinois: 
* DuKane, formerly the Operadio Manufactur- 
ing Co., maker of manual and automatic slide- 
film projectors, automatic filmstrip projectors, 
tape recorders and Phonoscopes, and publisher 
of the Sound SiiperiLm Gutpe, presented 
late 1951 models of projectors, including the 
DuKane 300 Automatic and the 150, both for 


sound slidefilms, the DuKane 14B145,  suc- 
cessor to the Explainette Educator; the Ex- 
plainette 150, especially suited for classrooms 
and small audiences; the Explainette 30-50 for 
audiences from 2 to 100 and the model 9A96 
push-button slidefilm projector. 

The DuKane portable magnetic tape recorder 
has two channels for one-hour recording on a 
7” reel, rewinds in 80 seconds, and weighs 26 
pounds. 

Eastman Kopak Co., 343 State St., Roches- 

ter 4, N.Y.: 

* The Cine-Kodak-Special I] Camera, with re- 
designed two-lens turret and other improve- 
ments, was a feature of the Eastman exhibit. 
Pioneer 16mm _professional-type camera, the 
versatility inherent in the basic camera with its 
Ektar lens is expanded to permit fades, dis- 
solves, mask shots, double and multiple ex- 
posures, montages and animations, by adding a 
100- or 200-foot interchangeable film chamber 
and with either an f/1.4 or f/1.9 Ektar 25mm 
lens. 

The new Kodak Multi-Speaker Unit, for use 
with the Kodascope Pageant sound projector, 
has three 8-inch speakers, one with 35-foot cord, 
each of the others with 45-foot cord. 

Manuracrurine Co., 1214-22 W. Mad- 

ison St., Chicago 7, IIL: 

* An Index Automatic 2 x 2 slide changer, to 
fit any GoldE Manumatic slide projector, includ- 
ing the blower-coiled All Purpose GoldE prod- 
uct, is a new development. The All-Purpose uses 
1000 watts for 344” x 4” slides, for 2” x 2” and 
all other size slides (with adapters) and single 
and double frame filmstrips. In charge was H. 
Bob Engel, GoldE’s genial sales manager. 


Hamitton Evecrronics Corp., 2726 W. Pratt 
Ave., Chicago 45, IIL: 

* Four types of transcription and record play- 
ers were presented: the Freshman, $84.50; 
Sophomore, $94.50; Junior, $44.50, and Senior, 
$159.50, also three portable sound systems: the 
universal, indoor and outdoor mobile amplifier 
systems, microphones, loudspeakers and acces- 
sories. J. E. Lynch was in charge. 


Tue Harwarp Co., 1216 Chicago Ave., Evan- 
ston, IIL: 

* The Inspect-O-Film, automatic machine for 
inspection of l6mm projection prints in ex- 
changes and libraries, drew attention, as did the 
Shopper-Stopper, automatic  point-of-purchase 
projector for department stores. The Shopper- 
Stopper is compact and modern in design, shows 
a clear, lighted picture from a wide angle and 
changes pictures every six seconds. The Inspect- 
O-Film was described in detail in Business 
ScREEN Issue 4 of Volume 12. In charge of the 
exhibit was R. Grunwald. 


ILLusTRAVOX Division, ELectro ENGINEERING 
anp Manuractrurine Co., 627 W. Alexan- 
drine, Detroit 1, Mich.: 

* New models of the Illustravox Standard 150- 

watt and Master 300-watt, sound slidefilm equip- 

ment, each with S.V.E. projector, were shown 


as versatile two-way training aids. The new 
Standard, with 6-inch Magnavox electro-dy- 
namic speaker, comes in two models, manual 
and automatic. There are three models of the 
Master, manual, automatic and_ tri-purpose. 
David S. Carto presided. 
O. J. McCiure Tarxine Picrures, 1115 W. 

Washington Blvd., Chicago 7, IL: 

* The new Model L Picturephone, sound slide- 
film projector weighing less than 13 pounds and 
costing $125 (three speeds $4 additional and 
150-watt projector with coated lens $6 addi- 
tional), was featured with the Model B-2 Pic- 
turephone record player ($60) by McClure, 
also handling auditorium size record players 
and public address equipment. The Model L 
(AC), with built-in screen and completely en- 
closed case, has a five-inch PM speaker, is one- 
speed with 100-watt SVE projector and has 
compartments for spare lamp, 8 thin records up 
to 12-inch and eight films. 

Delivery is normal on the average but varies, 
McClure said. He forecast on “excellent Fall”. 
Monson Sates Corp., 919 No. Michigan Ave., 

Room 612, Chicago 11, DL: 

* Wilcox-Gay’s new Recordio tape recorder, to 
be followed by the remainder of the line, goes 
into delivery October 1. Model 2A10 ($149.95, 
and slightly higher west of the Rockies) has 
two speeds, 334” and 744", measures 12” x 14” 
x 7” and weighs under 20 pounds. Pressing the 
“record” button shifts amplifier and erase head. 
The product uses 5” or 7” reels, is dual-channel, 
and records 4 hours at 1% on 7” reel. Com- 
panion model 2Al1 has 3%4” and 17%" speeds. 
Tape-Disc Recordio 1C10 ($187.50) transfers 
recordings from tape to disc and vice versa. 
With 5” reel of tape it records for one hour 
using both channels. Recordette 3 records at all 
three speeds from radio or microphone and 


plays all three LP-45-78. It sells for $99.95. 


NeuMaAbeE Propucts Corp., 330 W. 42nd St., 

New York City 18: 

* The New-Zip wire brush scraper ($2.95) was 
featured by Neumade, which handles a complete 
line of library equipment. 

“Demand for our products is bigger than 
ever and delivery varies from immediate to 30 
days,” L. E. Jones said. “Our factory is being 
expanded and we are adding personnel.” 


Newcoms Aupio Propucts Co., 6824 Lexing- 

ton Ave., Hollywood 38, Calif.: 
* Designed for flexibility are the custom cabi- 
net-type rack assemblies to help engineers as- 
semble sound units for industry, schools, 
churches, stadiums, etc. All standard Newcomb 
amplifiers are available mounted on panels, as 
are a record-changer, radio, intercommunication 
amplifier and other special equipment. Model 
595-19 cabinet provides panel space for 56” and 
is a welded assembly with provision in the rear 
for nine 4” conduits. Dimensions are 591” 
x 23° x 16”. 

The newest shock-proof transcription players 
and the Troubadour portable school radio model 
B-100 were shown. The transcription players 
are in price ranges from $115 to $352.50. The 
Troubadour sells at $69.50. 


(CONTINUED ON PAGE FORTY-SEVEN FOLLOWING ) 
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SEEING BELIEVING 


... AND STEREO ADDS PERSUASION 
TO YOUR SALES PRESENTATION! 


The finest STEREO EQUIPMENT is made by BRUMBERGER! 


NEW LOWEST PRICED 
PRECISION VIEWER! 


BRUMBERGER 
STEREO VIEWER 


Sturdy, lightweight, colorful polystyrene (hard-impact, practically unbreakable!) 
with fine optically ground and polished lenses. Improved lighting system, bat- 
tery illuminated with push-button switch, makes transparencies more brilliant #1265 Viewer 


than ever! Pin-point focusing; streamlined, handsome design—greatest value (less batteries) $995 
Retails at 


in stereo viewers on the market! 


New! Convenient Size Self-Aligning 
File for Salesmen! Self-Centering 
BRUMBERGER — 


STEREO FILES _ STEREO BINDERS 


Most economical binders made! Save hours of precious time— 
Portable, compact carrying and storage no more tapes, masks, kits—simply set transparencies in ac- 
case for stereo accessories. All steel, lux- curately spaced prongs, cover with clear glass, snap on cover. 
uriously finished in platinum grey wrinkle (Snaps apart easily, too, for use over and over again). All 


enamel. Equipped with comfortable metal steel—fits in standard 154” 4” stereo viewers or projectors. 
iil 95 handle and snap catches. 
st File 3 Holds Stereo Viewer, 50 metal or glass = 50 
stereo mounts in 5 group compartments, #1166 Box of 24 sets Retails at 
Se or up to 125 cardboard stereo mounts. (plus extra glass) 


MOVIE REELS, CANS, CHESTS, ETC. SPECIAL QUANTITY DISCOUNTS TO INDUSTRIAL USERS! 


WRITE FOR OUR CATALOG OF 35 MM & STEREO VIEWING, BINDING & FILING ACCESSORIES: 
AVAILABLE FROM YOUR A-V DEALER, COMMERCIAL PHOTOGRAPHER, AD AGENCY, ART STUDIO 


= Ae (OA 
RELIABLE PRECISION MANUFACTURING CONTINUOUSLY SINCE 1904 
BRUMBERGER SALES CORP. 
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DuKane Corporation is New Name 
Of Operadio Manufacturing Co. 

* Closer identification of company 
and its products is effected by the 
change of the corporate name of 
the Operapio Manuracturine Co. 
to the DuKane Corp. The change in 
no way affects the ownership of 
the company, its management, prod- 
ucts, business activities and policies 
or its commitments, J. McWiLuiaMs 
Stone, founder and president, said. 

The DuKane brand includes in- 
tercommunicating, paging and 
sound slidefilm projectors and mag- 
netic tape recorders. 

Electronic manufacturer for 
nearly 30 years, the company pio- 
neered in making the self-contained 
portable radio called the Operadio, 
in 1923. Stone was also a founder 
of the Radio Manufacturers Asso- 
ciation, now the RTMA. The com- 
pany, still a member, is represented 
on the board by Vice President G. 
R. Haase. Also a producer of loud- 
speakers for the radio industry for 
many years, the company sold its 
speaker business, at Quincy, Ill., 
last year. . 

The DuKane Corp. is making 
highly specialized electronic defense 
material and since 1939 the com- 
pany has been filling Government 
contracts. The two plants it owns 
and operates are both in St. Charles, 
Illinois, near Chicago. 


Seager Is Eastern Manager of 
Ansco Professional Film Sales 
W. SEAGER, appointed 
eastern manager of ANsco’s profes- 
sional motion picture sales depart- 
ment, will have his offices in the 
New York sales headquarters. 

Joining Ansco in 1946 to head 
the Binghamton sales staff's profes- 
sional motion picture products de- 
partment, Seager two years later 
was named director of the Ansco 
education unit and later managed 
the technical service and sales serv- 
ice departments. 

In his World War II service as 
a major in the U. S. Signal Corps, 
Seager was photographic control of- 
ficer, Army film allocation officer 
and a member of the joint optics 
committee of the Army-Navy Muni- 
tions Board. Previously he had 
been the director of the public 
schools visual education program in 
North Plainfield, N. J., where he 
managed a retail photographic 
store. 


Correll Named B&M Vice President 
A. Boyp CorRELL has been 
named vice president in charge of 
sales of Bardwell & McAlister, Inc.. 
manufacturer of the Screen 
Scriser, low-priced overhead pro- 
jector, and other products. 
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Dill Is Named Assistant Director 
Of Eastman’s Industrial Relations 

* Monroe V. appointed as- 
sistant director of industrial rela- 
tions of the Eastman Konak Co., 
was named to the staff in 1937. He 
had joined the company in the sta- 
tistical department in 1930. Active 
in committee work for the Business 
Advisory Council of the U. S. De- 
partment of Commerce, Dill also 
has been a speaker for the National 
Association of Cost Accountants. 
Harman Heads Promotional’s Sales 
* Martin I. HARMAN is now the 
director of sales for the Promo- 
TIONAL Fitms Company, Inc., New 
York. He formerly was with the 
Hirshon-Garfield and Lawrence Fer- 
tig advertising agencies. 


Q 


1. Set it HIGH for 
large audiences 
(43%" to 56%" 
above the floor, de- 
pending on size of 
screen). 


2. Set it LOW for 
small groups or where 
ceilings are low. (Ad- 
jvsts to within 11” to 
13” above floor, de- 
pending on the screen 
size.) Note the wide 
leg spread. 


This new, multi-purpose Da-Lite model in 50, 60 and 70 
inch square sizes, is perfect for industrial film users, schools, 
churches, clubs, lecturers and others who show pictures un- 
der all kinds of projection conditions. Square screens ad- 
just to rectangular. Da-Lite Crvstal-Beaded fabric standard; 
Mat White supplied if desired. Ask your dealer for a 


demonstration! 


Write for FREE Sample of Da-Lite Crystal-Beaded fabric and 
full details on the HILO and other Da-Lite Screens. 


2703 N. Pulaski Rd. 


DALITE 


cHoose rH#E NEW 
DA-LITE’ HILO 


R. H. Unseld Dies; Headed Amateur 
Equipment Sales of Beil & Howell 
* The death of Ropert H. UNnseLp 
of Winnetka, Ill, manager of ama- 
teur equipment sales of the BELL & 
Howe t Co., followed a career with 
the company that began in 1935 
when he resigned as American vice- 
consul at Surabaya, Java. In four 
years of military duties, first in 
the Air Service Command and then 
as administrative chief of the Air 
Materiel Command’s photographic 
laboratory at Wright Field, he pre- 
pared aerial exhibits and displays. 

Frequent lecturer before amateur 
photography clubs, Unseld was also 
the motion picture editor of the 
Photographic Society of America 
Journal. 


4. For semi-permanent in- 
stallations lift from tripod 
ond heng from wall or 
ceiling. (Note hanging 


Chicago 39, Wl. 
brackets on end caps.) 


42 Years of Proven Acceptance Throughout the World! 
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ALLAN Finstap . . . to Beseler 


Finstad Leaves Navy A-V Section 
To Be Beseler Educational Director 
ALLAN Finstap, new educational 
director of the CuarLes BesELER 
Co., was for five years the civilian 
head of the Bureau of Naval Per- 
sonnel Training Aids Section, con- 
ducting headquarters staff work in 
developing and utilizing a-v aids 
and engaging training aids field 
centers for Navy training. Three 
earlier years as Navy training aids 
utilization officer followed 11 years 
in public school work. 

At Beseler his duties will consist 
largely of expanding the use and 
application of overhead projectors, 
supervising the publication of in- 
struction manuals for the prepara- 
tion of transparencies, and estab- 
lishing a complete library of pre- 
pared transparencies in all primary 
and secondary education areas. 


Death Removes Isidore Marks, 63; 
Founded the Keystone Company 

* The death of Isipore Marks, 63, 
on July 5 removed a pioneer in the 
field of home motion picture equip- 
ment. The founder and president of 
the Keystone MANUFACTURING 
brought out 16mm cameras and 
projectors in the °20’s. He added 
8mm cameras and projection ma- 
chines when 8mm _ film became 
available. Marks, who was also the 
founder and president of the Dover 
(N.H.) Film Corp., saw Keystone 
expand into one of the largest 
makers of home motion picture 
equipment. 

The founder of Keystone was ac- 
tive in the Hale Settlement House 
in Boston, New England Peabody 
Home for Crippled Children and 
Beth Israel Hospital. 


Barnett & Jaffe Moves Plant 

* Expanding business of BARNETT 
& JAFFE is being handled from 
larger quarters at a new location, 
6100-10 No. 21st St., Philadelphia 
38, Pa. The company manufactures 
slide file cases, reel cases, slide pro- 
jector and movie projector cases 
and other equipment products. 
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ee FOR BRIGHTER PROJECTION 
ANYWHERE 
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DA-LITE SCREEN co. inc 


Why do so many training and commercial films put you to sleep? 


VENTI-DAVIS believes a film can fulfill its specific, informational 


purpose ... and at the same time have all the entertainment value 


that keeps audiences wide awake and interested. 


Before you spend money on any film you're planning... 


it would be well worth your while to have a talk with us... 


INC. 


152 east 40th street, new york 17 


MOTION PICTURES + SLIDEFILMS + VISUALIZATIONS + TRAINING MATERIALS 
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Narrator Carroll Ashburn introduces 
“Two Guys Named Joe” in the Jam 
Handy picture. 


Frigidaire Film, Cleveland Winner, 
Dramatizes Sales Training Needs 

* Winner of first place among sales 
training films in the Cleveland Film 
Festival (Business ScrREEN 
No. 4 or VoL. 12), Two Guys 


Named Joe dramatizes the basic re- 


Issue 


quirements of successful salesman- 
ship in conversation with custom- 
ers. Sponsored by the FRIGIDAIRE 
Division of General Motors and 
produced by the Jam Hanpy Or- 
GANIZATION, the film is narrated by 
Carroll Ashburn and features Phil 
Arthur and Raymond Rowe. Paul 
E. Smith, of The Halle Bros. Co., 
Cleveland, headed the committee of 
judges on personnel training films. 
Instrument Appeal to Public and 
Technicians in Taylor Color Film 

* Industrial instrumentation, a sub- 
ject little known to the general audi- 
ence, is given a balanced treatment 
both to interest and educate the 
public and present new develop- 
ments to technical personnel, in 
the TayLor INSTRUMENT Com- 
pANtES’ Information at Work. There 
is general appeal in showing the in- 
tricate working of a mercury-in- 
glass thermometer. Control effects, 
instrument manufacture and ap- 
plication are demonstrated for pro- 
fessional instrument men and tech- 
nical students. For high 
school and college classes controlled 
processing techniques are related to 
food, film, plastics, petroleum and 
chemicals. McLarty Picture Pro- 
ductions made the 30-minute, 16mm 
color film from a script by Oceveste 
Granducci. 

For loan, address Taylor Instru- 
ent Companies, Public Relations 
Dept., 95 Ames St., Rochester 1, 
Crisco Slidefilm for Schools 
* A color slidefilm, Fried Foods for 
Menu Magic, has been completed 
for Procrer & GamBLe Co. by 
Sarra, Inc., for use in home eco- 
nomics classes. The production pre- 
sents the fundamentals of pan 
(saute) and deep (French) frying, 
using Crisco. 


school 


ON THE PRODUCTION LINE 


NEWS OF BUSINESS FILMS AND THEIR USE IN FIELD 


Film of New Power Tool Wins 
When the Salesman Is Stumped 

* A 21-minute sound motion pic- 
ture did what sales demonstrators 
were unable to accomplish when the 
new Devta MULTIPLEX radial arm 
saws were being introduced by the 
Delta Manufacturing Division, 
Rockwell Manufacturing Company 


of Milwaukee, Wis. The expert dem- -. 


onstration on film, said John Sto- 
larz, sales manager, “enabled us to 
reach vast audiences, greatly mul- 
tiplied the number of demonstra- 
tions the average inexperienced 
salesmen could make, and encour- 
aged dealers to purchase prints.” 

Eighty Victor ANIMATOGRAPH 
projectors are being used in Delta 
sales areas. 


Safety Training of Truck Drivers 
Draws Highway Group “Portrait” 
* The professional commercial 
driver—cargo and passenger—and 
the safety training which contrib- 
utes to his skill and courtesy on 
the road, provide the theme of A 
Professional Portrait, the latest 
l6mm general audience film spon- 
sored by the AuToMoBILE MANu- 
FACTURERS ASSOCIATION and 12 na- 
tional highway transportation or- 
ganizations. Made by Wilding Pic- 
ture Productions, Inc., the 22- min- 
ute “portrait” is drawn on a type- 
writer by a reporter relating his 
experiences among motor truck 
pilots, with music background for 
the action. 

For free loan, or purchase at 


“Yes... but... 


How Much | 


Does that question throw your | 
salesmen for a loop ? 


Is price objection their favorite 


alibi for lost sales ? 


If so, 


You Can Squelch That - Fast 


with 


_ “PRIDE IN PRICE” 


One of the outstanding sound slidefilms in 
our “AGGRESSIVE SELLING SERIES” designed 
to solve the major problems encountered by 


6108 SANTA MONICA BLVD. (2 HOLLYWOOD 38, CALIFORNIA 


$40, address the National Highway 
Users Conference, 952 National 
Press Building, Washington 4, D.C., 
which also sponsored and distrib- 
utes Horizons Unlimited. 


* 


Interest in Radiomarine’s Radar 

Film Widens Audience Availability 
* When visitors at the 1951 New 
York Motor Boat Show expressed 
their pleasure and praise following 
the premiere of Ships That See in 
the Night, the Rapiomarine Cor- 
PORATION OF AMERICA decided to 
widen the scope of audience avail- 
ability from the original interna- 
tional sales promotion focus to do- 
mestic showings for maritime, pro- 
fessional and industrial groups. 

Marine radar is the subject of 
the 30-minute sound and color pro- 
duction, made by the RCA Inter- 
national Division in cooperation 
with the company. Educational in 
context and treatment, for adult 
audiences interested in electronics 
or the sea, the 16mm film traces 
the development of marine naviga- 
tional aids, clarifies the principles 
underlying Radiomarine’s 3.2-cm. 
X-band, and the interpretation of 
radar scope presentations. 

But that’s only the beginning. We 
see radar’s use by the U. S. Coast 
Guard in locating vessels in dis- 
tress, in pinpointing buoys, light- 
houses and channel obstructions in 
fog, storm and darkness, in picking 
out and trailing icebergs. Passenger 
liners and freighters use the device 
to navigate narrow channels and 
crowded seaports, and to effect 
rescues at sea; tugs put radar to 
work in docking and undocking 
ocean liners; and tugs and other 
workboats employ it for harbor 
movement when visibility is nil. 

Hugh James, NBC newscaster, 
did the narration. Herman Diaz 
contributed special music. William 
J. Reilly wrote the script for pro- 
duction and direction by George F. 
DeZayas, motion picture consultant 
color authority. 

Requests for prints must be on’ 
letterhead and addressed to the Ad- 
vertising and Promotion Manager, 
Radiomarine Corporation of Amer- 
ica, 75 Varick St., New York City 
13. 

Navy Film Locations in Tropics 

* Two training films in color for 
the Hydrographic Office of the U.S. 
Navy , Hydrography for Charting, 
Parts I and II, are being made in 
the Bahamas and Caribbean islands 
by Byron, INc., which last year pro- 
duced Hydrographic Surveying Op- 
erations in Trinidad. The new films 
will explain the use of a new elec- 
tronic position fixing system. 
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New Study Will Review 
Government Film Use 

* Films in government—fed- 
eral, state and local—are the 
subject of a study being 
undertaken by the Public Ad- 
ministration Clearing House, 
1313 E. 60th St., Chicago 37. 
Choosing the Correct Lamp 

* There’s a right lamp, and a 
wrong one, for every lighting 
condition in the home, and it’s 
up to the furniture salesman to 


help his customer choose 
wisely. In Light Conditioning, 
color film sponsored by the 
Lamp Department of the Gen- 


eral Electric Co., is sales 


guidance for members of the | 
National Retail Furniture As- | 


sociation among whom it will 


be distributed. Production is 


winding up at the Vogue- 


Wright studios. 


Supervisor Training Film 

Has a Retail Store Setting 
* With a retail store as the | 
setting and actual supervisor- 
employee problem situations, 
the Film Division of the Va- 
RIETY MERCHANDISER PUBLI- 


CATIONS has made a 35mm | 


sound slidefilm for training. 
Handling Difficult Employees, 
to help management under- 
stand the reasons for and solu- 
tion to troublous and careless 
personnel without losing their 
loyalty. For additional infor- 
mation the address is 192 Lex- 


ington Ave., New York City. 


Mahogany Shots in Africa 

* A camera crew of the 
Vogue-Wright Studios is in 
the Gold Coast jungles of 
Africa completing photo- 
graphic work for a color film 
on mahogany. The story, com- 
bining romantic and educa- 
tional elements, starts with 
the hunt for the tree and car- | 
ries through to the use of the | 
wood in manufactured prod- | 
ucts using these woods. 


Editorial Correction Note 

* To keep all items in our 
Production Review Annual 
correct, it should be noted 
that M. Charles Linko, listed 
as Chief Motion Picture 
Cameraman by McLarty Pic- 
ture Productions of Buffalo 
is a free-lance cinematogra- 
pher and not connected with 


this studio. 


Four People... All Happy 


the Same Thing 


wat A 
with 


16mm SOUND PROJECTOR 


Businessmen everywhere are turning to this new 
kind of projector to economically, effectively solve 
their managerial problems. The amazing Ampro 
Stylist gives all the precision and fine performance of 
$500.00 projectors PLUS MANY AMPRO EXCLU- 
SIVES—all at $375.00 complete. 

Your office boy can carry the 29 Ib. Stylist with ease 
‘—and it’s so easy to set up and thread, he can run it 


for you, too! Best yet, Ampro’s pat- 
ented ‘“‘film cradle”’ eliminates 
damaged rental films. You also enjoy 
the convenience of an hour's 
time without reel change. 
Remember, facts prove they learn 


more—remember more—and like to 
learn the Ampro Stylist way. 


MAIL COUPON...WRITE NOW! 


BOOST AUDIENCE CAPACITY OF STYLIST PROJECTOR 


Ampro Power Speaker Model 690 
converts the Stylist from a training 


Ampro Corporation BS-8-51 
2835 N. Western Ave., Chicago 18, Ill. 


Rush me FREE illustrated Upepanace on the amazing Ampro 


classroom projector for use ina large 
auditorium. Powerful 12” PM 
Stylist Projector for industrial use . . . also folder on Ampro 
el 690 Power Speaker. 


speaker; easy-carrying handle; Mod: 
handsome luggage-type case. AMPHRO 
NAME 


8mm Cameras and Projectors + 16mm Sound-on-film + Slide Projectors 


1 
AMPRO CORPORATION Ag 
(General Precision Equip. Corp. Subsidiary) I ZONE...... ST | 


SPLICES NOT HOLDING? 


Seieeine AbPawee Per” * The Third Edition of The Index of Training training and vocational classroom use is now avail- 


THIRD EDITION OF THE INDEX OF TRAINING FILMS NOW AVAILABLE 


Write for free sample 
Camera Equipment Company 
1600 Broadway, 


N. Y. 19, N.Y. 


NUMBER S&S * VOLUME 12 * 1951 


Films, widely-used and authoritative reference able. Nearly 2800 titles are listed, together with 
listing all free-loan, rental and low-cost purchase compiete sources. THE INDEX lists at only $2.00. 
sound films and slidefilms available for industrial Order today from Bustness Screen, Chicago 11. 
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Goelz Jam Handy N.Y. Sales Head; 
Uskali Eastern Production Chief 

* A realignment makes HERMAN 
Goetz the head of the New York 
sales office of Tue Jam Hanpy Or- 
GANIZATION while UsKALI 
is placed in charge of New York 
television production operations 
and motion picture production 
there. 


John Sutherland Appoints Robison 
Epwarp D. Rosison has been 
named by Joun SUTHERLAND PRo- 
puctTions, INC., to service clients in 
sound slidefilms, TV film commer- 
cials and motion pictures in 11 
western states. 


MILTON Scuwar7z .. . /deal’s 
| new director of advertising. 


Milton Schwartz New Advertising 
And Promotion Director of Ideal 
Mitton M. Scuwartz, appointed 
director of advertising and promo- 
tion of the IpeaL Pictures Corpo- 
RATION, was director of newsstand 
promotion for Esquire Magazine. 
Before joining Esquire, Inc., last 
year he had been in publicity and 
public relations work in Los An- 
geles. Ideal, which has a library of 
6,000 titles, was purchased by Es- 
quire, Inc. in 1949, 

The appointment is in line with 
the expansion program of the Ideal 
Pictures organization. 


Griswold on A-V World Tour 

* How motion pictures and other 
a-v aids might help countries cov- 
ered by the Point Four program is 
the subject of a world tour of GaLe 
C. Griswo chief of the a-v pro- 
duction branch of the Communi- 
cable Disease Center ( Atlanta, Ga.)., 
member of a mission sponsored by 
the U.S. Public Health Service. A 
conference was held in Bangkok, 
Thailand, August 6 to 11. 


Starr Joins Henning & Cheadle 

Row E. Starr, now in the 
creative and contact department of 
HENNING AND CueapLe, Inc., De- 
troit, formerly was on the service 
training staff of the Detroit Diesel 
Engine Division of General Motors. 
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Lindfors of Bell & Howell Heads 

Photographic Manufacturers Ass'n 
¢ E. S. Linprors, newly elected 
| president of the National Associa- 


tion of Photographic Manufac- 
turers, has been vice president in 
charge of Howe Lt eastern 
operations since January of last 
year. He joined the company as 
district manager in 1936 and ten 
years later was elected a vice presi- 
dent. His business career, in the 
photographic industry from the be- 
ginning, started as a retail clerk and 
newsreel cameraman. 


Lindfors as chairman of the asso- 
ciation’s excise tax committee has 
led the industry’s opposition to the 
federal tax of 25 per cent on photo- 
graphic products. He has been a 
member of the association directo- 
rate the past year, member of its 
industrial advisory committee to the 
National Production Authority and 


INTEREST IN FILMS FOR VIDEO prompted a recent agency- 
producer get-together at the Princeton Film Center, Princeton, 
V. J. Shown above (Il to r) are Robert Wald, Adrien Bauer 
Agency; Gordon Knox, president of Princeton; Frank Roberts, chairman of the merchandising 
Harry Fiegenbaum; Edmund Rodgers, Gray & Rodgers; and committee. 

Frank Cockery, Everling Associates. Nea 


| 


165 West 46th St., New York 19, N. Y. 


DO YOU SIT HERE? 


Award winner .. . 
HeLen KrupKa 


Helen Krupka of Sarra Receives 

Two Creative Advertising Awards 
* Two Erma Proetz awards for out- 
standing creative advertising, spon- 
sored by the Women’s Advertising 
Club of St. Louis, have been pre- 
sented to HELEN A. Krupka of the 
creative staff of Sarra, INc., at a 
meeting of the Advertising Federa- 
tion of America. The honors, both 
honorable mentions, were given for 
her work on Your Outdoor Neigh- 
Lor, sponsored by the Outdoor Ad- 
vertising Association, and her 
scenario contribution to a series of 
60-second TV film commercials for 
Shinola, and used in ABC’s “Pent- 


house Party.” 


To project the full quality and forcefulness of 
your films, the screen image must be clean and 
the sound clear. 


FILM TREATMENT 


makes prints project better, resist damage and 
stay in good condition longer. 
PEERLES FILM PROCESSING 
CORPORATION 


959 Seward St., Hollywood 38, Calif. A-V Classes Visit Jam Handy Plant 


And See Educational Slidefilms 

THe Jam Hanpy OrcaAnizaTIon’s 
studio and laboratory were hosts to 
members of the audio-visual classes 
of the University of Michigan July 
9 and 12 in a tour of departments 
followed by a showing of educa- 
tional slidefilms. 


SEVENTEEN YEARS EXPERIENCE IN SAFEGUARDING FILM 
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Wa ter A. Rivers 


Rivers Quits Castle Films to Do 
Industrial and TV Productions 

Water A. Rivers has left 
CasTLe Fits, Inc., for which he 
was Pacific Coast manager 15 years, 
to give all his attention to his own 
organization, Walter A. Rivers As- 
sociates, which in addition to com- 
mercial activities produced many 
home movies for Castle release. 

Walter A. Rivers Associates, with 
new offices at 28 Geary St., San 
Francisco, and studio affiliations 
there and in Hollywood, will make 
TV as well as industrial motion pic- 
tures for sales promotion and per- 
sonnel training. 

Before joining Castle Films, Riv- 
ers headed a publicity bureau and 
was with First National Studios. 
While with Castle he produced and 
directed all films made on the west 
coast for that company. 


You can buy titles for less than 
KNIGHT QUALITY sells for, but 
you cannot get greater value at 
any price. That's why our titles 
cost less in the long run. 

THE KNIGHT STUDIO 
341 E. Ohio Street, Chicago 11, Illinois 


Sid Rogell and Raoul Pagel Join 
New Official-Fairbanks Company 
* Sm Rocett has been named 
vice president and general manager 
in charge of studio operations of 
the merged Official Films, Inc.- 
Jerry Fairbanks Productions organ- 
ization, and Raovut is pro- 
duction manager of the TV and 
film company’s Hollywood studios. 

Rogell, former executive producer 
of RKO, will have complete direc- 
tion of the studios, reporting only 
to Fairbanks, who heads production. 
Plans are underway for mass pro- 
duction of TV films. 

In the film industry 30 years, 
Rogell entered in 1921 as produc- 
tion manager of an _ independent 
company and became studio man- 
ager of RKO Pathe. When Charles 
R. Rogers formed his own company 
Rogell joined him as production 
manager, then later produced his 
own films for Warner Bros. He re- 
turned to RKO in 1936 as studio 
manager and executive producer, 
and when Howard Hughes bought 
control, Rogell continued as a pro- 
ducer and operating board member, 
becoming executive producer last 
year. He left to set up his own 
organization. 

Pagel formerly was production 
manager for Samuel Goldwyn Pro- 
ductions, general production man- 
ager for Producers Releasing Corp. 
and recently studio manager for 
General Service. 


Ewen Joins Instructional Arts 

* In the announcement, in Issue 
No. 4, of the appointment of Douc- 
Las H. Ewen, Sr., to the editorial 
and contact department of INstruc- 
TIONAL Arts, Inc., of Detroit, 
Mich., the name of the company 
was incorrectly printed. 


Hodgson on Vandenberg Staff 

Ricuarp Hopeson, president of 
the Chromatic Television Labora- 
tories, Inc., and director of TV de- 
velopment for the Paramount Pic- 
tures Corp., has been named con- 
sultant on research and development 
to Gen. Hoyt S. Vandenberg, Chief 
of Staff, U.S. Air Forces. 


You should own the McGraw-Hill book 
FILMS IN ere AND INDUSTRY 


HENRY CLAY GIPSON 
FILMFAX PRODUCTIONS 


President of 


Filmfax produces motion pictures and slide- 
films for all business purposes but special- 
izes (with @ production background of over 
220 titles) in color filmstrips for use in 
education. 


$4.50 postpaid from FILMFAX PRODUCTIONS, 10 East 43rd St., New York 17, N.Y. 
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For Instant 
and Advanced Design 


“HYDROLLY” 


{TV or Camera Dolly) 


Hydraulic lift type for fast up- 
ward and downward motion 
of TV and Motion Picture 
cameras. Lightweight—sturdy 
—easily transported in a sta- 
tion wagon. Fits through a 
28” door. Adjustable leveling 
head. In-line wheels for track 
use. Steering wheel and floor 
locks. 


16mm or 35mm 

IMMEDIATE DELIVERY 
Any combination of sprockets assembled 
to your specifications. Sturdy cast alumi- 
num construction. Foot linear type, with 
frame divisions engraved on sprockets. 
Contact rollers adjusted individually for 
positive film contact. Fast fingertip roller 
release, sprocket shaft slip lock, complete 
with footage counter. 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special Camera and Maurer Camera 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 


INTERCHANGEABLE MOTORS: 
12 Volt DC Variable Speed 8-64 Frames. 
115 Volt < ong Cycle, Synchronous Motor, 
Single Ph 
Animation Motors tor Cine Special, Maurer, B & 
H, Mitchell Cameras, Motors for Bolex and Filmo 
Cameras, and Time Lapse Equipment. 


e LENS COATING 
e"T" STOP CALIBRATION 


e@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 
for 16mm and 35mm cameras. 


e BAUSCH & LOMB “BALTAR" 
LENSES ond others for Motion Picture and 
TV Cameras. 


e@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, Cine 
Special Cameras. 


Write for full information and prices 


NATIONAL CINE EQUIPMENT, Inc. 


20 WEST 22nd STREET NEW YORK 10, N. Y. 
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Useful for lomm projector review pur- 

poses is this headset adapter. 
Audio-Master’s Aggregate Unit 
Permits Use of Ten Headsets 
* An attachment that permits the 
use of as many as ten headsets for 
individual listening, which should 
prove a boon to schools, libraries 
and other centers where records 
and transcriptions are played but 
loudspeakers are barred because 
they would disrupt reading for 
others, has been developed by the 
Aupto-Master Corp., 341 Madison 
Ave., New York City 17. 

The new device, called the Ear 
phone Aggregate Unit, can be oper- 
ated with any record or transcrip- 
tion player that has a detachable 
loudspeaker or a special jack for 
earphone use, such as the Audio- 
Master °51 transcription playback 
machine. The unit has a master 
volume control and includes a 10- 
foot extension cord. 


Armed Forces Training Centers 
Get 1799 Ampro Tape Recorders 
* Pointing to the increasing recog- 
nition of magnetic tape recording 
in training programs is the recent 
shipping of 1,799 Ampro Model 
731 Magnetic Tape Recorders to 
a large number of U. S. Armed 
Forces training centers. 

Contrasting new and old record- 
ing equipment, Howard Marx, vice 
president and general sales manager 
of the Ampro Corp., said the steel 
ribbon devices used by the Armed 
Services less than eight years ago 
weighed 50 pounds, recorded only 
60 seconds and provided limited 
fidelity restricted to voice only, 
whereas today the Ampro model, 
weighing only 17 pounds, records 
up to two hours on one reel of tape 
and gives fidelity reproduction of 
musical selections. 


Air Force Contract to Maurer 

* The HQ = Material Command, 
Wright AFB, at Dayton, Ohio, has 
let a contract for approximately 
$750,000 to J. A. Maurer, Inc., for 
volume production of the type P-2 
camera for use in jet fighter air- 
craft, to photograph the impact and 
destruction of rockets and bombs. 


At 


Union and Business Films Shown 
At Cornell's Summer Session 


* Three labor union pictures and 
three business films constitute the 
screen program being presented this 
summer session by the New York 
State School of Industrial and La- 
bor Relations at Cornell University 
in Ithaca, N. Y., to illustrate the 
three-fold goal in the use of films by 
teachers: to provide experiential 
background and factual information 
and to motivate the student to fur- 
ther study. 

The labor films are With These 
Hands, International Ladies’ Gar- 
ment Workers Union; Local 100, 
a National Film Board of Canada 
production on union organization; 
and The Carpenter, United Brother- 
hood of Carpenters and Joiners of 
America. A human relations sub- 
ject is The Inner Man Steps Out, 
concerning an inner conflict of a 
foreman in industry. Principles of 
economics in action are explained 
in General Motors’ Where Joe’s 


Living Comes From. The sixth film, 
in the field of industrial history, is 
The Shadow of a Pioneer, made for 
the Keystone Steel and Wire Com- 
pany by The Venard Organization. 

An Institute of International In- 
dustrial and Labor Relations is be- 
ing formed at Cornell, with Dean 
M. P. Catherwood of the New York 
State School providing general lead- 
ership and Prof. Leonard P. Adams 
acting director. Education and re- 
search will be the media in studies 
of labor-management relationships 
in this country and abroad. 


Koppers’ Motor Mechanics Film 
Adapts Pattern of ‘See Cassidy” 

* The successful pattern of produc- 
tion of See Cassidy, Koppers Co. 
film last year, was adapted by 
Byron, INc., in a four-reel, color 
and live sound motion picture now 
in work for sales promotion for the 
Piston Rine Division. An unusual 
story complements the technical 
treatment of complete motor over- 
haul for the audiences of mechanics. 


From Crisco Film: “Fried 
Foods for Menu Magic” 


TELEVISION COMMERCIALS 


Three freight cars carried 700 Bell & 
Howell Filmosounds to the Armed 
Forces recently. Shown above with rec- 
ord shipment are (l tor) W. A. Moen, 
Asst. Vice-President; R. A. Hanson, 
J. W. Schach (stenciling cases) ‘and 
John Senkus, Air Force inspector. cen- 
ter affixing seal in foreground above. 


Ford Motor Company Films Now 
Total 26; Show to 21 Million 

* With 26 motion pictures now 
available to the public without cost 
from the Forp Motor Company’s 
libraries throughout the United 
States and the offering of its films 
to television stations, an overall 
audience of 21 million persons this 
year is in prospect, three times the 
total of viewers in 1950. 

The two most recent additions, in 
completion of the second year of an 
expanded program in which every- 
day American life is the screen 
motif, are the series of six 10- 
minute driver education subjects 
and the half-hour color production, 
The American Cowboy (described 
in detail in Business ScREEN Issue 
3 of Volume 12). 

Each of these projects was a year 
in the making. The driver educa- 
tion studies had the collaboration 
of the National Education Associa- 
tion’s National Commission on Safe- 
ty Education. The American Cow- 
boy, award winner in the public re- 
lations category at the recent Bos- 
ton Film Festival, is the latest in 
the Americans at Home series. 

The main library for Ford films, 
which are produced under the direc- 
tion of the public relations motion 
picture department. is at Dearborn, 
Mich.; the local libraries are in 
regional public relations offices in 
New York (which also handles over- 
seas distribution), Washington, 
D.C., Chicago, Kansas City and San 
Francisco. Film catalogs may be 
had at any Ford or Lincoln-Mer- 
cury dealer’s office, at company 
sales centers and in the public re- 
lations offices. 

Besides Ford’s 140,000 em- 
ployees, 6,000 suppliers, and 7,200 
Ford, Lincoln and Mercury dealers, 
the films may be had for showing 
to residents of plant city areas, 
clubs, schools, colleges, churches 
and civic organizations. Some sub- 
jects were made primarily for cer- 
tain groups, as 6,000 Partners was 
for the suppliers and their staffs. 
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Mechanism of the RCA “400” 


RCA Unveils New “400” 16mm 
Magnetic Projector at Nava Show 


* The new RCA “400” magnetic 
l6mm_ recorder-projector was un- 
veiled in Chicago early this month 
as representatives of the VisuAL 
Propucts Section, RCA Victor 
showed the revolutionary new equip- 
ment to dealers, press, sponsors and 
educators. 

The new equipment now makes 
available the special advantages of 
instantaneous magnetic recording 
and reproduction through applica- 
tion of a magnetic oxide coating 
on 16mm film. The “400” repro- 
~ duces original sound on this treated 
film stock, reproducing instantane- 
ously through its sound system. 
Limitless applications are foreseen 
in experimental films, internal com- 
munications, field sales and train- 
ing material, etc. The new equip- 
ment lists for $800.00 and_ is 
expected to be available to RCA 
dealers only for the next twp 
months. Following dealer supply, 
the “400” will be available for con- 
sumer use. A standard high-quality 
16mm sound projector is its basic 
component and this will also repro- 
duce regular optically recorded 
sound. The magnetic track can be 
easily erased via an electronic erase 
head; mechanical safeguards pre- 
vent accidental erasure. 

To record, it is necessary only 
to turn a switch and talk or play 
music into a plug-in microphone. 
After recording, another control 
may be set for immediate playback. 
A stripe of magnetic oxide one- 
tenth inch wide is now coated on 
the edge of any single-sprocket 
16mm sound film. This striping 
can be applied either before or 
after it has been used for picture 
taking and even if it already has 
an optical or photographic sound 
track. A frequency range of 80 to 
7200 cycles is provided through 
the high-quality magnetic recording. 
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NeW PRODUGTS 


Westrex Selling Reeves Magnetic 
Film Including New Magna-Stripe 
* Worldwide distribution of the 
REEVES Sounpcrart Professional 
magnetic recording films, including 
the new “Magna-Stripe,” is being 
made by the Westrex Corp. 
through its 100 offices, under an ar- 
rangement completed with the 
Reeves Soundcraft Corp. 

The Magna-Stripe is a narrow 
stripe of magnetic material coated 
on clear motion picture film base 
for use in the professional indus- 
try’s editorial departments. Also 
included in the distribution deal 
are the standard 35, 1714 and 
l6mm full width magnetic coated 
films used in original recording. 
Footage edge numbering is a fea- 


ture of Reeves film stocks. 


Bach Shows Auricon Super 1200 
At World Premiere in New York 
Wa rer Bacu, vice president of 
Bernpt-Bacn, Inc., personally 
demonstrated the new Auricon “Su- 
per 1200” 16 mm studio and tele- 
vision production camera at a two- 
day world premiere at the S.O.S. 
Supply Corporation’s showrooms in 
New York. He also presented a 
sound film describing the latest 
Auricon product. (Details were 
given in Business SCREEN Issue No. 
4 of Volume 12). 

Field tests of the pilot models 
have been made in Hollywood, San 
Francisco, Fort Worth and New 
York. Many advanced optical and 


AUDIO-VISUAL PROJECTION EQUIPMENT AND ACCESSORIES 


electronic improvements have been 
incorporated. For additional infor- 
mation write $.0.S. Supply Corp., 
602 W. 52nd St., New York City 19. 


How to Cut and Mount Stereo 
Pairs Simplified in New Sheet 


* Simple step-by-step directions for 
cutting and mounting Stereo pairs 
from the 35mm roll are available 
on a new instruction sheet from the 
BRUMBERGER SALeEs Corp., 34 
Thirty-fourth St., Brooklyn 32, N.Y. 
The directions show how to cut the 
Stereo film, how to determine the 
proper sequence for binding and 
then how to bind pairs. The Stereo 
user can visually place the film 
upon a supplied chart to prevent 
confusing the Stereo pairs. A com- 
plete catalog also will be sent upon 
request for the instruction sheet. 


Magnecord Sets Service Stations 
For West Coast and Middlewest 

* Selection of the MANUFACTURERS 
ELECTRONIC SERVICE of Santa Mon- 
ica, Calif., as west coast service sta- 
tion of Macnecorp, INnc., manufac- 
turer of high fidelity tape record- 
ers, follows the setting up of a Chi- 
cago station, and more are planned 
soon. 

Facilities of the Santa Monica 
company to serve 1] western states 
will be explained at the WCEMA 
show in San Francisco August 22- 
24, and Magnecord will demonstrate 
its latest portable, rack and console 
recorders, tape duplicating ma- 
chines and eight-hour recorders. 


New YorK PREMIERE and demonstration of the new Auricon 16mm Studio 
and TV Production Camera, the “Super 1200” held at S.O.S. Cinema Sup- 
ply Corporation’s N. Y. Showrooms. At left of camera is Walter Bach, 
vice-president of Berndt-Bach, Inc., manufacturer. At right of camera, 
Joseph A. Tanney, president of S.O.S. Cinema Supply Corp. and host. 


Double-System Editing Projector 


Double System Machine Edits Both 
Picture Film and the Sound Track 
* Designed for. the needs of the 
professional 16mm industry is a 
new double system machine for 


- editing picture film and sound track, 


which is being produced by M. W. 
Pacmer, 458 Riverside Drive, New 
York City 27. 

The two separate film channels, 
one for the sound and one for the 
picture, are separately controlled. 
Thus either film can be run by 
itself or both in synchronism by in- 
terlocking the channels. Composite 
film is handled by threading 
through both picture and sound 
heads, spaced to give correct dis- 
tance between picture and sound. 

There are separate frame and 
footage indicators, one for each 
film. Cutting can be done without 
marking the film, siraply by noting 
the foot and frame number where 
the cut is to be made. 

The equipment can be supplied 
with magnetic pickup from 16mm 
perforated magnetic film if re- 
quired. 

Besides a foot pedal speed con- 
trol there is a reverse switch for 
operating in either direction. 
Automatic Projection Corporation 
Names as Vice-President 
Norman A. BruM has been ap- 
pointed vice-president of the AuTo- 
MATIC Projection Corp., New 
York, manufacturers of the Sound- 
view projector. John Holmes, form- 
erly with NBC, will be associated 
with Mr. Bruml in his new posi- 
tion. 

New Soundview dealers: in Los 
Angeles — Radio Recorders Equip- 
ment Company, 7000 Santa Monica 
Boulevard. In Toronto—Kingsway 
Film Equipment, Ltd., 3569 Dundas 
Street West. 
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March of Time's Theatre Series 
Closing; Sponsored Films Go On 


* The march of television, and ris- 
ing costs, are writing finis to The 
March of Time theatrical motion 
picture series this fall. Thereafter 
most of the facilities will be used 
for TV productions, documentaries 
for commercial sponsors, and spe- 
cial theatrical subjects, according 
to Roy E. Larsen, president of 
Time, Inc. 

With the three closing issues of 
The March of Time, on Morocco, 
Iran and Formosa, the theatrical 
series will have rounded out 16 
years, in which it has won two 
Academy Oscars and many other 
honors, first under co-founder Louis 
de Rochemont and since 1943 un- 
der Richard de Rochemont. The 
series has shown increased sales 
this year, Larsen said. 

Special theatrical productions 
have included The Golden Twenties, 
the feature length Modern Arms and 
Free Men, March of Time through 
the Years, and the Crusade in Eu- 
rope Series. A companion series. 
Crusade in the Pacific, is now in 
production. 


* * 


Hall Addition to Eastman House 
Shows Photographic Manufactures 


* Motion picture shorts projected 
by a visitor’s touch of a push-but- 
ton, show film manufacturing proc- 
esses in the Brackett Clark Hall ad- 
dition to the George Eastman House 
of Photography at Rochester, N. Y. 
Each exhibit in the newly opened 
hall demonstrates a phase in the 
manufacture of photographic ma- 
terials and equipment, old and new. 

Machines set up in the hall by 
millwrights include a “dope” mix- 
ing barrel of 1891 used for making 
film base, a roll-film spooling device 
of 1895 with the original stool and 
table, an early coating hopper, a 
dry plate sensitizing machine of 
1904, an old paper-sensitizing con- 
trivance for applying emulsion to 
raw paper stock, and an emulsion 
press for shredding gelatin. Modern 
displays of the component parts of 
cameras, shutters, lenses and pro- 
jectors are shown in cross section. 


Coronet Supplying Index Cards 


* Non-commercial index cards, 
standard 3 x 5 library style with 
easily read type, are being mailed 
each month to customers and reg- 
ular previewers by Coronet FitMs, 
on all its new sound motion pic- 
tures. The cards take the place of 
the teachers’ guides, though the lat- 
ter will be supplied with preview 
prints and will accompany ship- 
ments of new films. 
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Lindquist Addresses Two Ad Clubs 


* “When you measure your film 
dollar, don’t short-change yourself” 
with cheap production, NORMAN A. 
Linpguist, Atlas Film’s vice presi- 
dent and TV director, told members 
of the Milwaukee and Omaha ad- 
vertising clubs at recent meetings. 

“Without a complete approved 
final script,” Lindquist said, “there 
is no way to determine a firm price 
for film making. On the other hand, 
a competent film producer can help. 
you prepare a script to fit a client’s 
budget. 

“Spend to earn. Good motion 
pictures and slidefilms aren’t cheap 
to produce, and cheap films do little 
good and actually cost more in the 
long run. 


“Think of the final production as 


a long term investment which is 
gving to pay you dividends after 
every showing.” 


TELEVISION TALK 


Jepson & Torme in Zenith Series 

* Featuring Helen Jepson of the 
opera stage and Mel Torme of the 
popular song area is a new series 
of 60-second TV film commercials 
being made for the ZenitH Rapio 
Corp. by Sarra, INnc., which re- 
cently completed ten 60-second and 
20-second commercials for Zenith. 


“Dr. Fixum” TV Series in Making 


* Production of the first 13 shows 
in a series of 15-minute TV films of 
“Dr. Fixum’s Household Hospital” 


is underway at the VocuE WRicHT 


SOUND 


Goce 1946... 


FRENES 


1909 BUTTONWOOD STREET « PHILA. 30, PA. 
Rittennouse 6-1686 


Droducers of Bune 
Wilbon Pictures 


35 MM 16 MM-COLOR-BLACK & WHITE 


SYSTEM 


Here’s the compact little camera (right, 
above) that is one of the two units com- 
prising the CBS color t.v. camera chain. 


Stupios, with screening prints to be 
ready September Ist. 


Comparative Cost Study Shows 
TV Expense Per Inquiry Is Lower 


* The HaTHaway MANUFACTURING 
CoMPANY, its agency, Abbott Kim- 
ball Company and film producer, 
Dynamic Films, have released the 
results of a survey comparing per- 
inquiry costs of advertising in wo- 
men’s and home magazines as 
against television stations. 
Requests for free home decora- 
tion booklets cost the advertiser 
$1.46 an inquiry in the magazines 
and $1.11 an inquiry on television. 
Overall, $23,117 was spent on the 
campaign for space and time costs 
and 16,576 requests were received. 


N. Y. Producer Holds Seminar 
on Television Films for Clients 


TransFi_m, Inc. has been pre- 
senting a seminar of six lectures 
on the making of films for tele- 
vision. Representatives of thirty 
leading advertisers and agencies 
have attended the meetings which 
have been held on Tuesday eve- 
nings during June and July. 

The sessions, instigated by re- 
quests from various agency repre- 
sentatives interested in greater un- 
derstanding of the technicalities in- 
volved in production of the “twenty- 
second epics” have seen presenta- 
tions by Joseph Forrest of Trans- 
film and Robert Gillham of Cun- 
ningham & Walsh on Writing Films 
for Television; Marvin Rothenberg 
of Transfilm and William Hazel of 
Standard Brands on Film Direction 
and Coordination of Sales and 
Product Information; Paul Petroff 
on Art Direction; Jack Zander on 
Animation; Robert Klaeger on Edi- 
ting and Sound and Joseph Dun- 
ford on Budgeting. 

There is a possibility that the 
seminar may be repeated in the 
fall. 
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Fall Equipment Review: 
(CONTINUED FROM PAGE THIRTY-SIX) 


Pentron Corp., 221 E. Cullerton St., Chi- 
cago, Ill. 

* Pentron’s Duo-Speed tape recorder, its new 
tape player and Audio-Mix electronic mixer 
shared interest. The Model 9T3 recorder 
($179.50, slightly higher Denver and west), 
portable, and weighing 26 pounds with ‘acces- 
sories, has both 334” and 74%” recording and 
playback with fast forward and fast rewind, and 
records or plays back up to 2 hours on a 7” reel. 
The tape player (Model PB-1 with pre-amplifier, 
$69.50 and PB-Al with amplifier and speaker, 
$89.50) plays back tape recorded on any stand- 
ard unit and is available at either 744 or 334 
speed. Audio-Mix MM-4 ($59.50) has four 
channel controls for multiple recording on tape, 
wire or disc and public address systems. It 
weighs 44 pounds. T. and I. Rossman were in 
charge of the Pentron exhibit. 


Rapiant Manuracrurinc Corp., 2627 W. 

Roosevelt Rd., Chicago 8, IIL: 
* Radiant Daytime Screen Surface, a screen 
fabric developed in more than two years of re- 
search, was introduced at the Show. The aim 
was to make possible a wide angle picture 
presentation for classrooms, salesmeetings and 
employee showings where conditions otherwise 
make it impossible, uneconomical or too dark 
for audience control recording or note-taking, 
or, conversely, where windows must be kept 
open for ventilation. The solution was an alumi- 
num vertically ribbed plastic screen which ac- 
cumulates and reflects light in a horizontal 
pattern, resulting in a wide angle. The screen is 
40” x 40” mounted in a frame, with panels on 
the sides folding in over the surface for protec- 
tion. The price is $39.75, and a tripod is avail- 
able at $9.75. Herschel Feldman said first deliv- 
eries will be made this fall. A full line of other 
Radiant screens was exhibited on the floor of 
the Trade Show. 


World Church A-V Exposition 


Rapio Corporation oF America, Visual 
Products Section, Camden, N. J 
* Demonstrated publicly for the first time was 
RCA’s “400” Magnetic Sound Projector, directly 
recording commentary or background music 
magnetically on the edge of 16mm film, and re- 
producing it. The projector will also reproduce 
optically recorded sound. The economy advan- 
tage shows both where only a limited number of 
prints is needed and in cases where revision or 
variation of sound treatment is desired without 
the cost and time of laboratory processing. 
Among fields expected to benefit are schools, 
sales groups, specialist training in industry and 
elsewhere, and government agencies. 


nae details on the new RCA “400” are given 
n “New Products” on page 45 of this issue. 


Reeves Sounpcrarr Corp., 10 E. 52nd St., 


New York City 22: 
* Magnastripe, employing a patented process 
to produce a stripe of magnetic oxide on the 
base side of standard black and white or color 
film, was a chief topic at the Reeves booth. RCA 
and Ampro are both using the Magnastripe on 
their new magnetic projectors. 


— Camera Co., 320 E, 21st St., Chicago 
6, 
* Revere’s magnetic tape recorder ($169.50) 
and recorder-radio combination ($209.50) vied 
for attention with the “16” sound projector 
($299.50) and “48” silent projector ($167.50), 
and the “26” magazine turret camera ($187.50) 
and “16” magazine load ($157.50). 

The tape recorder does an hour’s recording 
and has only two knobs to operate. 

In charge of the booth was Ray Moudry for 
Revere. 


Mark Simpson MaAnuracturinc Co., 32-28 
49h St., Long Island City 3, N. Y.: 

* The new Masco tape recorders, in six models 

ranging in price from $221.40 to $286.20, op- 

erate at 354” and 74%", are dual track permit- 


(CONCLUDING ON PAGE FIFTY-tTWO) 


SHOOTING FOR TELEVISION? 


Cut Production Time and Costs 
with— 
NEW CAMART 35mm 
MULTI-CAMERA 
LIGHTWEIGHT MOBILE UNITS 


Consists of: 
3 ARRIFLEX 35mm CAMERAS 
3 CAMART-ARRIFLEX BLIMPS 
3 CAMART SYNCHRONOUS MOTORS 
3 CAMART TV CAMERA DOLLIES 


DOLLY e FOCUS e SHOOT 
With the ease of a Television Camera 


Complete units available 
for sale or rentals. 

Send for complete details. 
COLORTRAN LIGHTING EQUIPMENT 
“750” Watt unit — three spots, one boat, 

stands, converter, two cases $298.53 
“2000” Watt unit — two three-light Sones, 
stands, converter, case 
“5000” Watt unit — two five-light heads 
stands, converter, case $230.00 
Immediate delivery on all units. 
CAMART CAMERA CAR 

Four wheel dolly and maneuverable boom arm, 
27 inch width will go through standard door, 
lens angles from 26 inches to seven feet, light- 
weight and portable. 
CAMART TV MIKE BOOM . 

eee CAMART TRIPOD 


THE CAMERA - MART INC. 


70 WEST 45th ST 
NEW YORK 19, 
CABLE ADDRESS CAMERA 
WORLD-WIDE SERVICE 


Business Screen: The Buyer’s Guide 
For More Than 7,000 Film Sponsors! 


* Each issue of Business SCREEN is used 
as the No. 1 purchasing reference for more 
than 7,000 U. S. business firms and trade 
groups using or sponsoring films. Your 
No. 1 market place for a-v equipment. 


* Visual education dévices and ma- 


- 


terials will be discussed and dis- 
played at the first annual Interna- 
tional Churchman’s Exposition 
which is expected to draw 25,000 
churchmen and committeemen to 
the Chicago International Amphi- 
theatre May 19 to 24, 1952. 


Pardee Named Account Executive 
* Following a 16-months training 
program Clark E. Pardee, Jr., has 
been .named account executive of 
the specialty service of 
Florez, Inc. 


HOT SPLICERS! 


Griswold Hot Splicers 
$65.00 
Your Griswold Splicers, Models R2 
and R3 converted to Hot Splicer 
$40.00 


Camera Equipment Company 
1600 Broadway, N. Y. 19, N. Y. 


Bock 


For one manufacturer of automobiles, one electrical 
manufacturer, and one pharmaceutical house we have 
written 28 films — and we are currrently at work on 
new shows for all three. Our clients consistently come 
back for more. 


THE COMPLETE FILM WRITING SERVICE 


GUARANTEED ACCEPTABILITY 
709 ATLANTIC BLDG. x 930 F STREET NW % WASHINGTON 4,0.¢C. * 
* IN NEW YORK, ENTERPRISE 6535 * 


EXECUTIVE 5941 
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Induction Heat Is Film Theme 


* Among the uses of induction 
heat by industry shown in the 20- 
minute color and sound film /nduc- 
tion Heat, sponsored by the ALLIs- 
CHALMERS Co., 
are the heating of steel strip for 
baby carriage springs, annealing of 
automobile brake arms, brazing fit- 
tings into refrigerator compressor 
housings, and hardening eight lo- 
calized areas of a rocker arm shaft. 
Address the company’s Advertising 
and Industrial Press Dept., General 


Machinery Div., Milwaukee 1, Wis. 


70 Prints of Union Oil Slidefilm; 
Graphic Finishes 2 of New Series 
* Seventy copies of the color and 
sound slidefilm, The Story of the 
Purple Motor Oil, are being used by 
the Union Or. Company oF CALt- 
FORNIA in contacts with new car 
dealers in the eastern states. GRAPH- 
1¢ Firms Corp. of Hollywood duped 
each release print direct from the 
original stills instead of from a mas- 
ter print. 

Two of the 1951 schedule of four 
sound slidefilms for employee train- 
ing have been delivered to the oil 
company by Graphic. These are Let 
Your Profit Be Your Guide and 
The Story of the Black Hand. 


Jungle Missionary Flier Filmed 
* Protestant mission boards’ use of 
the airplane to reach the needy il- 
literate of hinterland Latin Amer- 
ica, exemplified by the actual ex- 
perience of Rogers Perkins, who 
plays his real life role in contacting 
the jungle people of Brazil by air, 
is the subject of Wings to the Word, 
27-minute production of the Pror- 
ESTANT COMMISSION, a rental 
release of the Revicious As- 
sociation, 45 Astor Pl. New York 
City 3. 
Sponsors of Crawley Pictures 
Sponsors for whom CRAWLEY 
Fitms, Lrp., of Ottawa, Canada, 
has productions in work include the 
Canada Wire and Cable Co., Cana- 
dian Industries, Ltd., Canadian In- 
stitute of Plumbing and Heating, 
Church of England, City of Mon- 
treal, Films, Inc., Ford of Canada, 
Green Cross Insecticides, House of 
Seagram, Hudson's Bay Co., Im- 
perial Oil Co., Kelvinator of Can- 
ada, Molson’s, New Brunswick 
Travel Bureau, Noranda Mines, 
Quaker Oats Co., Silva, Inc., of 
Sweden, Trans-Canadian Air Lines, 
also the International Film Bureau 
and McGraw-Hill. 
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PICTURE 


PARADE 


NEWS ABOUT FILMS AND 


Marines’ Chosin Break-Through 
Shown with Hungnam Evacuation 


* American Marines’ heroic break- 
through from the Chosin Reservoir, 
Korean counterpart of the death 
march from Corregidor, is _pre- 
served for a-v audiences with the 
spectacular evacuation by sea from 
Hungnam, in With the Marines— 
Chosin to Hungnam, available on 
free loan by addressing the Assist- 


ant for Information of your Naval___ 


District, or for purchase from 
United World Films, Inc., 1445 
Park Ave., New York City 29. The 
23'5-minute subject is narrated by 
Richard Widmark and Gary Mer- 
rill, with commentary written by 
Lt. Com. Samuel Engel, USNR, 


PRODUCTION TECHNIQUES 


Twentieth Century-Fox producer. 
The combat footage was by Ma- 
rine and Navy photographers. 


Heinz's Food Distribution Story 
Goes before Camera on Location 
* Production of The Big Delivery 
Wagon, H. J. HEINZ-sponsored story 
of national distribution of food 
products, is underway. The TV-in- 
dustrial film is being shot in color 
by Jerry Farrpanks for the Official 
Films-Fairbanks organization, with 
black and white prints for telecast- 
ing. First location work was at 
Tracy, Calif., with Alvin J. Adams 
supervising for the sponsor. Leo 
Rosencrans did the original story. 


Diversified 


Experience 


Two New Productions for J. |. Case 

Supplementing equipment deal- 
ers’ field demonstrations of the J. I. 
Case CoMPANY’s tractors is a new 
color and sound motion picture, 
You Be the Judge, produced by the 
AtLas Corp. Another recent 
Case production by Atlas, Manure 
Is Like Money, sound slidefilm, 
shows the modern spreader’s place 
in farm management. 


O'Crotty Writes, Shoots and Edits 
General Plant Protection Film 

* The U. S. Marine Corps, Air 
Force and Los Angeles Fire De- 
partment have cooperated with the 
sponsor, the GENERAL PLANT PRo- 
TECTION Co. of 6900 So. Cooper 
St., Los Angeles, in the making of 
the color and sound On Guard. 
Peter O’Crorty is the writer, di- 
rector and cameraman. 

O’Crotty, entering the 16mm field 
“wherein a writer can write with a 
camera and be left alone until he 
finishes,” is planning to start a series 
in Virginia and to open a permanent 
studio there. For five years a writer 
for the 35mm studios, his latest was 
an adaption for Howard Hughes, 
Vendetta, from Prosper Merimee’s 
“Columba.” 


* * 


Booklet by Radiant Gives Many 
Hints for Improved Projection 

* A wealth of suggestions for im- 
provement of film showings, with 
valuable material for owners of 
both cameras and projectors, is con- 
tained in the 12 chapters that com- 
prise a 32-page booklet, “More 
Brilliant Projection,” published by 
the Rapiant Corp. 

Besides the descriptions of the 
various models of Radiant screens 
the booklet presents in simplified 
wording the technical principles un- 
derlying good performance from 
projectors, lenses, screens and re- 
flection, how to get the best seating 
arrangements and put showmanship 
into the show. 

One handy chart gives four cate- 
gories of screens from the stand- 
point of intended use and then pic- 
tures and names the types advised. 
Another shows the best seating in 
terms of projection axis, a third 
lists audience capacity by relation 
to seating, area and screen width, 
a fourth matches projector-to-screen 
distance to lens focal depth, 8 and 
16mm. Among “projection offenses” 
for which “cures” are offered are: 
starting the film out of focus, dirty 
projector gates, faulty splices, in- 
correct rewinding, film breaks, 
dusty film, excessively oiled projec- 
tor, messy lens, and failure to have 
a spare projector lamp on hand. 


BUSINESS SCREEN MAGAZINE 


* 
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This Model 119 

Compco reel in the 

new 600 ft. (16mm.) 

size holds a complete 

15-minute sound or 
25-minute silent program. It is clearly 
marked with scales for footage and for 
running time in minutes. . . is durabl 
made of high grade tempered steel, 
finished in scratch-resistant, baked-on 
hammertone gray enamel . . . and has 
the exclusive “Compco Clip” that 
makes threading fast and easy, even in 
the dark! Mode/ 120 Film Can fits this 
reel. Fibre Shipping Cases also avail- 
able. Write for catalog. 


COMPLETELY 


SOUND 
RECORDING SERVICES 


now available to producers of 
16 mm Business—Educational— 
and Religious Films. 


SYNCHRONOUS %” MAGNETIC 
TAPE RECORDING CHANNEL 


16 mm MAGNETIC FILM 
| RECORDING CHANNEL 


16 mm MULTIPLE TRACK DIRECT- 
POSITIVE RECORDING CHANNEL 


SIX CHANNEL MIXER 


FOR RE-RECORDING from 

Magnetic Tape— Magnetic 
and Photographic 16 mm Films, 
Synchronous Disc Recordings. 


sto. w. 
“= LABORATORY, INC. 


164 NORTH WACKER DRIVE, CHICAGO 6, ILLINOIS 


Edge- Numbered Work Prints — Color Masters— 
Duplicate Negatives — Release Prints 
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Civil Defense Film Survey: 


(CONTINUED FROM PAGE TWENTY-FOUR) 


film program budget are held, the mass of evi- 
dence in its support will include a_ practical, 
efficient Film Division structure. 


What Policy Should Film Producers Pursue 
in Regard to Making non-FCDA Films? 


Assuming that the full-scale CD film program 
might be initiated with the establishment of a 
Federal Civil Defense Training Film Division 
sometime during the fall or winter months of 
1951, the first films would not be ready for 
release until the spring of 1952. Thus, probably 
the earliest date that an independently produced 
CD film might run into competition from the 
new federal CD agency would be the second 
quarter of 1952. 

An astute director of the proposed federal 
CD Training Film Division might find it ad- 
vantageous, of course, to purchase the negative 
of a well-made CD film and compensate the 
producer appropriately for it. It also would be 
most likely that such a producer would be 
sought out to make some of the hundreds of 
films which the new CD Film Division would 
require. With a film program of the size indi- 
cated for CD, there would be work for every 
reliable film producer in the USA; indeed, dur- 
ing the first two years there would be far more 
work than the film industry could produce. 

As for FCDA approval under the existing 
conditions within civil defense, the experience 
of McGraw-Hill (You Can Beat the A-Bomb), 
Cornell Films (Pattern for Survival), and Ency- 
clopaedia Britannica Films (Atomic Alert) seems 
to indicate that lack of FCDA approval does not 
prohibit a well-made, independent film using 
non-federal CD technical advisors from being 
a paying venture. 

It must be noted, in all fairness, that the 
FCDA Public Affairs Division has had a diffi- 
cult situation to face. Lacking funds, it could 
only appeal to independent producers for help, 
and in an effort to insure the risk taken by pro- 
ducers of the nine-minute information films, 
adopted the policy of offering official approval 
only to films in that series. 

Presumably this may be an experimental 
policy which will be altered if, after a few more 
of the FCDA one-reelers have been put on the 
market, it is seen that competition and duplica- 
tion might be better avoided with another plan. 
Should the FCDA elect to accept for review and 
comment any or all scripts on CD, they might 
be better able to divert competing films into 
non-parallel fields of CD and thereby not only 
sidestep unnecessary competition but also pro- 
vide civil defense with greater variety of film 
subjects, which would please both producers 


and CD film users. ye 
Continued patronage by leading busi- 
POSITIVE universities, film libraries, and 
er film users, attests to the success- 

FILM 


ful results we are achieving in processing 
their !émm, 35mm, Originals, Koda- 


PROTECTION fer over cvdecode. pioneers in 
. @ Preserva- 

GUARANTEED *onof oid. information, write’ tor 

BY RAPID FILM TECHNIQUE INC. 2! W. 4éth St., N.Y. 19 


IS YOUR FILM AP 


ENTITLED 


TO A GOOD SHOWING: © 
Make SURE It Is! 


Use FILMACK 


TITLES 
15¢ Per Word 


SILENT or MUSIC 
MINIMUM TITLE $1.50 


It never pays to han- 
dicap good pictures 
with inferior or ama- 
teurish-looking titles. 
To be sure of profes- 
sional quality, so es- 
sential to successful 
showings, have Fil- 
mack make your ti- : 
tles. Try us on your } 
next order. 


Write Dept. 6F. 


LABORATORIES 
1328 S. Wabash Ave., Chicago 5 


AVITAL NEW YOUNG AMERICA FILM 


| “H—THE STORY OF A 
| TEEN AGE DRUG 
| ADDICT’ 


The tragic dan- 
ger of adolescent 
} addiction to narcotics 
is the singularly timely 
theme of a new 16 mm docu- 
mentary film just released in 
conjunction with the national 
| drive to uncover the sale and vse of = 
| ’ narcotics in schools. 
The film presents the case history of a | 
young high school boy who becomes a help- | 
} less slave to the drug habit. Then the engrossing | 
film shows the treatment given to rehabilitate 
the boy’s body and mind. 
A vital film for parent-teacher and all other 
community groups. 
Preview prints available on payment of a $5.00 | 
service charge which will be refunded if film is | 
purchased within 60 days of date of preview. 


“ ’ — The Story of a Teen Age Drug Addict.” 
2 REELS — 16 MM SOUND $100.00 | 
YOUNG AMERICA FILMS, INC. 


18 East 41st St., New York City 
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EASTERN STATES 


CONNECTICUT ¢ 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


¢ DISTRICT OF COLUMBIA ¢ 


Jam Handy Organization, Inc., 
Transportation Bldg., Washing- 
ton 6. 


The Film Center, 915 12th St. 
N.W., Washington. 


MARYLAND ¢ 


Robert L. Davis, P. O. Box 572, 
Cumberland. 


Howard E. Thompson, Box 204, 
Mt. Airy. 


MASSACHUSETTS 


Bailey Film Service, 59 Chandler 
Street, Tel. 4-0214, Worcester 8. 


NEW HAMPSHIRE 


A. H. Rice Co., Inc., 78 West Cen- 
tral Street, Manchester. 


NEW JERSEY 


Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


e NEW YORK ¢ 


Association Films, Inc., 35 West 
45th Street, New York 19. 


Buchan Pictures, 79 Allen St., 
Buffalo. 


Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 


Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 


The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 


[ 


Ken Killian Sd. & Vis. Pdts. 
P. O. Box 364 Hempstead, N. Y. 


Mogull, Film and Camera Com- 
pany, 112-114 W. 48th St., New 
York 19. 


Paromel Co., 40-18 Astoria Blvd., 
South, Long Island City 3. 


Jack Patent, 13 East 37th Street, 
New York 16. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


United Specialists, Inc., Pawling. 


Visual Sciences, 599BS Suffern. 


PENNSYLVANIA ¢ 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 


J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


* RHODE ISLAND ¢« 


Westcott, Slade & Baleom Co., 
95-99 Empire St., Providence 3. 


WEST VIRGINIA 


J. G. Haley, P. O. Box 703, 
Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 


Theatre Service & Supply Co., 
Phone 24043, Box 1389, Hunting- 


ton, 


SOUTHERN STATES 


ALABAMA 


Stevens Pictures, Inc., 506 Eight- 
eenth St., North, Birmingham. 
FLORIDA 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


Southern Photo and News, 608 
E. LaFayette St., Tampa. 


GEORGIA 


Colonial Films, 1118 W. Peachtree 
St., N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 

Stirling Visual Education Co., 
1052 Florida St., Baton Rouge. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


HarFilms, Inc., 600 Baronne St., 
New Orleans. Since 1915. 


MISSISSIPPI 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


TENNESSEE 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


VIRGINIA 


Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 


National Film Service, 202 F. 
Cary St., Richmond. 


Tidewater Audio-Visual Center, 


617 W. 35th St., Norfolk 8, Phone 
51371. 


ARKANSAS 


Democrat Printing and Litho- 
graphing Co., Little Rock. 

Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


ILLINOIS « 
American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


¢ INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


IOWA 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


KANSAS-MISSOURI ¢ 


Kansas City Sound Service, 1402 
Locust St., Kansas City 6, Mo. 


Erker Bros. Optical Co., 610 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


MICHIGAN 


Engleman Visual Education 


Service, 4754-56 Woodward Ave., 
Detroit 1. 


Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ MINNESOTA 


National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 


Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 
Carpenter Visual Service, Inc., 


13902 Euclid Ave., East Cleveland 
12, Ohio. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 
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LOCAL AUDIO-VISUAL SUPPLIERS 


Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 


Twyman Films Inc., 400 West 
First Street, Dayton. 


M. H. Martin Company, 50 
Charles Ave., S. E. Massillon. 


WISCONSIN 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES 


CALIFORNIA 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Ex 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


Association Films, Inc., 351 
St., San Francisco 2, 


C. R. Skinner Manufacturing 
Co., 292-294 Turk St., San Fran- 
cisco 2. 


COLORADO 


Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


¢ OKLAHOMA e 
Vaseco, 2301 Classen, Oklahoma 
City 6. 


H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 


Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 


OREGON ¢ 


Moore’s Motion Picture Service, 
306 S. W. Ninth Ave., Portland 5. 


e TEXAS ¢ 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


Audio Video, Inc., 4000 Ross Ave., 
Dallas 4; 1702 Austin Ave., 
Houston. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Capitol Photo 2428 


Guadalupe St., one 8-5717, 
Austin. 


UTAH ¢ 


Deseret Book Company, 44 E. So. 


pan 
Temple St., Salt Lake City 10. 


CANADA 


Audio-Visual Supply Company, 
Toronto General Trusts Building, 
Winnipeg, Man. 


FOREIGN 


Distribuidora Filmica Venezo- 
lana De 16MM., S.A., Apartado 
706 Caracas, Venezuéla, S.A. 


Qualified Dealers Invited 

to Appear in This Listing 
* If you are a specializing audio- 
visual dealer or distributor, you are 
invited to apply for listings in the 
National Directory pages of Bust- 
NEss ScREEN. A nominal service 
charge is made for each acceptable 
listing. 

Application form sent on request. 
Listings in these pages are subject 
to cancellation if products or serv- 
ices are below the minimum stand- 
ard set by the Editors and reported 
by users in this field. We invite 
reader participation and patronage. 


A BUSINESS SCREEN READER SERVICE 
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United Nations Film Library 
Includes 18 Sound Subjects 


* Eighteen motion pictures, all 
16mm sound, comprise the sizable 
library already built up by the 
Unirep Nations DEPARTMENT OF 
INFORMATION. Covered is a gamut 
of subjects, among them the train- 
ing of crippled children, epidemi- 
ological diseases, economic and ra- 
cial prejudice, illiteracy, food, 
maps, mass communications, and of 
course peace and the structure of 
the international organization. 
Eleven of the films are available 
for purchase or rental through re- 
gional dealers, four others through 
national distributors, and the first 
three issues of the United Nations 
Screen Magazine are to be followed 
by a new release every other month. 
Following are the films obtain- 
able through regional dealers: 
Clearing the Way (20 min.), the 
story behind the UN headquarters 
building in New York; Defense of 
the Peace (12 min.), functions of 
the UN divisions; First Steps (11 
min.), crippled child training, win- 
ner of Academy Award; The Eter- 
nal Fight (18 min.), measures 
through World Health Organiza- 
tion for control of skin diseases; 
Green Gold (22 min.), interna- 
tional timber problems; Men of 
Good Will (10 min.), world’s civil 
servants in action; Of Human 
Rights (20 min.), the universal 
declaration of the General As- 
sembly; That All May Learn (19 
min.), UNESCO's part in correct- 
ing exploitation of illiteracy; There 
Shall Be Peace (10 min.), the 
struggle to preserve peace in the 
atomic age; Tomorrow Begins To- 
day (10 min.), peace operations 
despite powers’ political disagree- 
ments; and UN at Work (17 min.), 
the International Children’s Emer- 
gency Fund. 
The first three issues of This Is 
the United Nations Screen Maga- 
zine give the pictorial story of news 


headlines as follows: Issue No. 1 
(15 min.): Jerusalem an interna- 
tional area, promoting safety at 
sea, testing 25,000,000 children for 
tuberculosis, aid for underdevelop- 
ed countries; Issue No. 2 (13 
min.): urging accord on atomic 
energy, the interpretation system 
at UN meetings, Children’s Emer- 
gency Fund in action; Issue No. 
3 (13 min.): UN agencies alleviat- 
ing the suffering from an earth- 
quake in Ecuador. 

The four films available from 
national distributors, by purchase 
or rental, are: Battle for Bread 
(17 min.), what UN is doing to 
increase food production, March 
of Time; Maps We Live By (17 
min.), how maps help in the ad- 
vancement of peoples, Films of the 
Nations; The Peoples’ Charter (17 
min.), authentic material on the 
responsibility of peoples to main- 
tain world security, Films of the 
Nations; and Searchlight of the 
Nations (17 min.), mass communi- 
cations informing the world of UN 
activities, Films of the Nations. 

Address March of Time at 369 
Lexington Ave., New York City. 
Write Films of the Nations at 62 
W. 45th St., New York City. 


AVAILABLE SOON! 


Two compet Make-up Artists, 
experienced in Motion Picture, 
T.V., ete. Hair work if needed. 
Free to travel. Write Box 8B, 
BUSINESS SCREEN, 150 E. Su- 
perior, Chicago 11. 


CAPABLE ASSISTANT (25). 
Opportunity desired. College 
graduate. Veteran. Background in 
Motion Pictures, Photography, 
Visual Aids, and Public Rela- 
tions. Secretarial nh Can 
Relocaty. Resume on request. 
Write Box 8A, BUSINESS 
SCREEN, 150 E. Superior St., 
Chicago i. 


SALES SERVICE - RENTALS 
35 mm. « 16 mm. 


CAMERAS-MOVIOLAS-DOLLYS 


"Bell é Howell: Shifsaver -Eyetos, 
Maurer: 16 mm. 


SIN ALL TYPES OF CAMERA REPAIR WORK. LENSES 


FRANK C. ZUCKER 
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For |émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
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Cases 
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| Fall Equipment Review: 


(CONTINUED FROM PAGE FORTY-SEVEN) 


ting recording two hours on a 7” reel, have 
built-in AM radio and automatic erase circuit. 


Society For Visuat Epucation, Inc., 1345 

W. Diversey Blvd., Chicago 14, IIL: 
* The SVE Instructor, tri-purpose projector for 
single and double frame and 2” x 2” slides, 
priced from $89.50 to $219.50, has patented 
take-up and glass aperture plates. New model 
Skyline 2” x 2” slide projector models range 
from $12.50 to $74.95. A manuscript window 
and a tilting device are recent developments. 
Speed-i-o-Slides for 2” x 2” and a micro-slide 
attachment also were shown by J. C. Kennan 
and staff. 


Inc., 1213 S. Akard St., Dal- 
las 1, Texas: 

* The Spotlight opaque projector unit in new 

model has pressurized copy hold-down, auto- 

matic feed, a “light beam” pointer and a cool 

cabinet. The aluminum Adjusto-Stand weighs 

12 pounds but has a strength test of 300 pounds. 


STANDARD ProjectoR AND Equipment Co., 

205 W. Wacker Dr., Chicago 6, IIL: 
* Besides the Standard filmstrip projectors, at- 
tentions at the booth, with Jack C. Coffey pre- 
siding, included the Visible Filmstrip Record 
System ($23.80) with space for a total of 7,920 
bookings, or 22 entries on each of 360 filmstrips, 
the No. 270 school library plan ($35.60) and 
Deluxe 360 at $44.90. 


Tet-a-Story, Inc., 517 Main St., Davenport, 
lowa: 

* Tel-a-Story is a small and inexpensive 
($99.50) automatic slide projector, using twelve 
35mm (2” x 2”) slides in color or black and 
white. It projects a 6” x 9” picture that stands 
out in lighted rooms and changes slides every 
six seconds. It weighs only 12 pounds. 


Tevevision Associates, INc., E. Michigan St., 
Michigan City, Ind.: 

* With the Tele-Kit “gone to war,” interest cen- 
tered on the T. A. “Repetitive Impact” film 
magazine on schools’ own projectors, and on the 
new folding rear-projection screen for use in 
fully lighted rooms. James K. Wyllie had 
charge of the exhibit. 
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Turee Dimension Co., 4555 W. Addison St., 
Chicago 41, IIL: 

* Three-way interest turned to the new Stream- 
liner “500” 2” x 2” projector, 500-watt, blower- 
cooled, with Selectron Semimatic changer 
($79.50), five other models, and two filmstrip 
attachments to fit all deluxe projectors of the 
company. The projector models vary in price 
from $39.75 to the all-purpose for single and 
double frame filmstrip and 2x2 slides ($97.50). 
The combination filmstrip attachment sells at 
$29.50, the single-frame model at $18.50. 


Vicror Corp., Davenport, Ia.: 
* Distribution gets underway in late August on 
three models of 16mm sound motion picture pro- 
jectors. Each model has a stationary sound 
drum, two flywheels to hold true sound pitch, 
flat spring type mechanical filter and heavy duty 
exciter lamp. The four-tube Escort uses 50-60 
cycle AC current, and has 10-watt power output 
6”, 9” and separately cased 12” speakers. Lite- 
Weight Sr. has four tubes, 25-60 cycle AC-DC 
current, and 6", 9” and 12” speakers. The Sov- 
ereign, six-tube, has 50-60 cycle current AC, 
with 25-watt output. 


Vicroruite INpustries, INnc., 5350 Second 

Ave., Los Angeles 43, Calif.: 

* New at Victorlite was a Midget Model Visual- 
Cast Projector, small and lightweight, with a 
5” x 5” projection area. It weighs 9 pounds, 
folds up in its own case and sells at $75, in- 
cluding case. 

“We use cast magnesium and are getting im- 
mediate delivery on all metals,” Ralph W. Siegel 
said. “Tremendous interest is being shown on 
both the new and old products, and it looks very 
good for the Fall.” 


Viewtex, Inc., 35-01 Queens Blvd., Long 
Island City 1, N. Y.: 

* Ben Peirez introduced three new products. 
One was a remote control slide projector, both 
manual and automatic, which holds 30 slides of 
any type, has backward and forward movement 
control, with a tachistoscope attachment. An- 
other item was a remote control filmstrip attach- 
ment to fit any Viewlex projector. Also new 
were 7”, 9” and 11” F3.5 focal length lenses with 
aluminum barrels for all projectors of the com- 
pany. Further developments in filmstrip equip- 
ment are to come, Peirez said, adding, “I see a 
very, very favorable Fall ahead of us.” 
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High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 
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and lacquer coating. 
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our exclusive process 
introduced in 1945 

is recognized as the 

highest standard in the industry 
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PLAN FOR 


Communications 
Police 

rire 
Engineering 
Transportation 
Rescue and First Aid Services 
Medical and Health Services f 
Sanitation 


Evacuation of Population 
Human Welfare 


Radiological Defense 
Chemical Warfare Defense 


Come what may, it’s always wise to be prepared! 

Training for defense, security, or protection is more effective 
when the message is carried with the full impact of a professional 
motion picture. ’ 

The American Medical Association encourages doctors to pre- 
pare against the possibility of a national emergency — or local dis- 
aster — each in his own community. 

Proud to serve The American Medical Association in this pro- 
gram by producing the motion picture, “They Also Serve,” is 
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